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HARDWARE AGE 








W hen a woman realizes she 
hasn’t enough Silverware 


she has taken the first step toward your store. She may never take 
the next step—that is largely up to you! 

Our advertising has made her realize how much she needs more 
silverplate and has aroused the desire for it. Do you let her know 
that you have it ready for herr 

A window display of 1847 Rogers Bros. Silverplate has turned many 
a wisher into a buyer. If it’s your window display, it’s your cash 
register that celebrates the sale. 


for advertising and display helps, ask your jobber or 
write, Sales Promotion Department, International 


Silver Company, Meriden, Conn. 


1847 ROGERS B 


SILVERPLAT E 
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There are two tools of particular 
merit that should be in every 
carpenter’s tool chest—V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! 


V. & B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. They are octa- 
gon necked and round faced, with 
a firm gripping, special non-slip 
claw. 


V.& B. Unbreakable Planes won’t 
snap when dropped. ‘They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, 
furnished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. They are profit 
makers in the quality class. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


(nNakers of Fine Toots 











2114 Carroll Ave.~ ~ Chicago, Ill. U.S.A. <a 
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Quality 


plus performance 


Highest grade steel forgings, finished to a fine degree 
of accuracy insures long tool life in every 


IMIORCO 
PIPE WRENCH 


It is a ruggedly con- 




















structed wrench, correctly 
balanced and designed for 
heavy service. Its oil hard- 
ened teeth grip with a firm 
hold—and yet release and 
slide, with an easy ratchet- 
like movement for a new 
bite. No slipping or false 
holds—100% performance 
that wins instant and last- 


ing approval. 


MOORE DROP FORGING COMPANY 


SPRINGFIELD, MASS., U. S. A. 


New York Office Chicago Office London Office Paris Office Brussels Office 
74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 30-34 Rue Locquenghien 
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“Machine Knife Fact 
Lancaster, N. Y. 
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THE BIG BUILDING PRO- 
GRAM MEANS PROFITABLE 
SAW AND TOOL SALES 


Hardware merchants who have 
a well selected stock of Atkins 
Silver Steei Saws, Saw Tools 
and Saw Specialties will profit 
by their foresight. 


On this page we show some pop- 
ular patterns which are preferred 
by saw and tool users who pride 
themselves on owning and using 
the best that money and skill can 


produce. 


ATKINS ADVERTISING 
WILL HELP YOU 


Our advertisements in the Saturday 
Evening Post, Popular Science Month- 
ly, Popular Mechanics, and other mag- 
azines, including farm journals, are 
being read each month by millions of 
consumers, therefore you can capital- 
ize on this advertising and profit on 
our investment by having our prod- 
ucts in stock when called for. 


Write for special advertising matter 
to designate your store as Atkins Saw 
and Tool headquarters. 


ATKINS ALWAYS AHEAD 


Pruning Sa“ 


No. 11. 


Home Office and Factory: 
Indianapolis, Ind. 
BRANCH HOUSES 





SAW TOOLS AND 
SAW SPECIALTIES 
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THE SILVER STEEL SAW PEOPLE 
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Carpenters’ Handy Saw 
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| “No. 3. Trowel 
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Hand Saw Filer 


Canadian Factory: 
Hamilton, Ont. 
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Allentown Mfg. Co.. 


Armitage & Co. 


HARDWARE AGE 


December 31, 1925 


Lnvestors in Save the Surface Campaign 


}; 


if pmers firms are now support- 
ing the Save the Surface 
Campaign; they have subscribed 
for periods of five years. They 
are making possible a movement 
that benefits the whole Paint 
and Varnish industry. 


Acme White Lead & Color Works, 

Detroit, Mich. 
= ..Allentown, Pa. 
The W. Ao.cccccccccccccooeee- Cleveland, O. 


Alpers Co., 
New York, N. 


American Can Co... 


American Cement Paint Co.., 


Chattanooga, Tenn. 


American Color Card Co...............Chicago, Ill 
American Oil & Supply Co......... Newark, N. J. 
American Varnish Co., The............ Chicago, Ill. 


American Zinc, Lead & Smelting Co., 

Boston, Mass. 
Anaconda Lead Products Co....... Chicago, Il. 
Arco Co., The scnsseaamesnanaiaeee Cleveland, QO. 
Argus Mfg. Co., ~The ... Cleveland, QO. 
Newark, N. J. 





Armstrong Paint & V arnish ‘Works, 


Chicago, III. 
Athey Paint Co., C. M. Baltimore, Md. 
Atlantic Drier & Varnish Co., 

Philadelphia, Pa. 
Avalon Paint Co............. Los Angeles, Cal. 


A 2 *. 4£¢ eeu Columbus, O. 
Badger Paint Stores, ‘Ine... Milwaukee, Wis. 
Ball Chemical Co. Pittsburgh, Pa. 
Bass-Hueter Paint Co. (National Lead Co.), 

San Francisco, Cal. 
aeeres: Wooster, O. 
Portland, Ore. 


Bauer Mfg. Co., The..... 

Beaver Varnish Works, Inc........ 

Bennett Glass & Paint Co., 
Salt Lake City, Utah 


ES = ee Detroit, Mich, 
Bigelow Brush a Baltimore, Md. 
Bihn & Wolff Co....................... Philadelphia, Pa. 


Billings-Chapin Co., The................ Cleveland, O. 
Binks Spray Equipment Co............Chicago, II. 
Binney & Smith Co.................. New York, N. Y. 
Bisbee Linseed Company........Philadelphia, Pa. 
Black Diamond Paint & Varnish Works, 
Cincinnati, O. 
sisienaaealaee Cincinnati, O. 
..Los Angeles, Cal. 
New Haven, Conn, 
Boston Varnish _- —_ a Mass, 
Bownes Co., Fra Lynn, Mass. 
Boydell Bros. W nite’ Lead & Color Works, 
Detroit, Mich. 
viincniila Chicago, Ill. 
Los Angeles, Cal. 
Portland, Me. 


Blackburn V a Co.. 
Bohan & Co., 
Booth & Law Co. 


Bradley & Vrooman Co..... 
Bradley-Wise Paint Co. 

Bragdon Paint Co., M. F 

Breinig Bros., Inc. Hoboken. N. J. 
Bridges, Smith & Co.....................Louisville, Ky. 
Briggs-Maroney Co., Inc............... Boston, Mass. 
Brininstool Co., The .Los Angeles, Cal. 
Brooklyn Varnish Mfg. -Co....Brooklyn, N. Y. 
Brown-Leithold Co... Los Angeles, Cal. 
Brown Paint Co., 4 M. ..Portland, Me. 


Buckeye Paint & \ ‘arnish Co.......... Toledo, O. 
Bullington & Co., R. McC.. Richmond, Va. 
Burdsal Co., The A.,................ Indianapolis, Ind. 
>t aa Portland, Me. 


Burhanna & Wilson................ Philadelphia, Pa. 
Burton-Boston Brush Co........Cambridge, Mass. 
Butcher & Co., Inc., L. H....New York, N. Y. 
Butler-Flynn Paint Co.........Washington, D. C. 


Cabot, Inc., Samuel........................ Boston, Mass. 
California Paint Co......................... Oakland, Cal. 
Calman & Co., Emil............... New York, 
Carpenter-Morton Co.. Boston. Mass. 
Carter White Lead Co. (National Lead Co.), 
Chicago, IIl. 
Cary & Son, Inc., Geo. B............... Chicago, Ill. 
Central Paint & Varnish Mfg. Co., 
Kansas City, Mo. 
yet Boston Lead Co. he Lead 
0.) ., Boston, Mass. 
Pi ‘Chemical Co................ _New ark, N. J. 
Chicago White Lead & Oil Co. Chicago. Ill. 
Cincinnati Plate Glass Co. (Standard Plate 
Glass Co.).... Cincinnati, Ohio 
ff. | Weare a Pa. 
Cleveland Window Glass & Door C 
Se PY 0. 








Colonial Works, Inc................... Brooklyn, N. Y. 
Columbia Varnish Co............. Los Angmee. Cal. 
Columbus Paint Mfg. Co. , oO. 


As of December 15, 1925 

















Condie-Bray Glass & Paint Co.....St. Louis, Mo. 
aaa Bat aI Bridgeport, Conn. 
Conneaut Can Co., Ince................... onneaut, O 
Consolidated Paint Co. ae Milwaukee, Wis. 
Continental Can Co., Inc.........New York, N. Y. 
Cook Paint & Varnish Co.... Kansas City, Mo. 
Cook & Swan Co., Inc............. New York, N. Y. 
Cooledge & Sons, Sw Atlanta, Ga. 


Crane-Frank Paint & Glass Co., 
Kansas City, Mo. 


Crescent Paint & Mfg. Co............. Cleveland, O. 
Darrow & Co., G. P................- Philadelphia, Pa. 
Dau Paint Co., Frank.............. Milwaukee, Wis. 
Davis Co., The H. B........ Baltimore, Md. 


Dealers & emuaies Supply Co., 
Milwaukee, Wis. 


Dean & Barry Co., The............... Columbus, O. 
I a Brooklyn, N. Y. 
Debevoise Co., The.................... a Me Ee 


Decora Manufacturing Co..........Richmond, Cal. 
8 Dallas, Tex. 
De Golyer Varnish Works, The. -Troy, N. Y. 
Dell & Co., The Samuel M..... Baltimore, Md. 
Denny, Hilborn & Rosenbach ‘Philadelphia, Pa. 
Detroit Graphite Co.. ...Detroit, Mich. 


Detroit Oil & Naval Stores aE Detroit, Mich. 
Detroit White Lead Works.......... Detroit, Mich. 
DeVilbiss Mfg. Co., The.................... ‘Toledo, O. 


Devoe & Raynolds Co., Inc.....New York, N. 


Dexter Bros. Co. ... Boston, Mass. 


Diamond Oil & Paint al Scranton, Pa. 
Le Ss Detroit, Mich. 

Dowdy Brothers ........... ...Philadelphia, Pa. 
Dozier & Gay Paint i Jacksonville, Fla. 
I New York, N. Y. 


Du Pont de Nemours & Co., E. I., 
Wilmington, Del. 


Eagle-Picher Lead Co....................... Chicago, Il. 
Eberson-Lindsley Paint Co......... St. Louis, Mo. 
Eclipse Paint & Mfg. Co. ...... Cleveland, O. 
Elastic Compound Paint Co.. Philadelphia, Pa, 
Elastic Paint & Manufacturing Co., The, 
Denver, Colo. 


| eens Philadelphia, Pa. 
Elkhart Enamel & Paint Corp.....Elkhart, Ind. 
ef, ls Chicago, Ill. 
| a Los Angeles, Cal. 
Enterprise Paint Mfg. Co............... Chicago, Ill. 
Enterprise Stamping “Co.....McKees Rbdcks, Pa. 
EP a es Pittsburgh, Pa. 
Erie Window Glass Co... “ Erie, Pa. 
Ermand Co., tang __ Albany, Ne we 
Esser Co., T. simcaameill ee Wis. 


Excelsior V ae Works... ..... Cleveland, O. 


Fales Co., The W. H. Brooklyn, N. Y. 
Fargo Glass & Paint Co............. Fargo, N. Dak. 
Farrell-Calhoun & Co.. .......Memphis, Tenn, 
Farwell, Ozmun, Kirk Co.........St. Paul, Minn. 
Federal Varnish Co................. Chicago, Ill. 
Felton, Sibley & Co., Inc.......Philadelphia, Pa. 


Ferbert-Schorndorfer cnt nin cine Cleveland, O. 
Fezandie & Sperrle................. New York, 
Fischer, Thorsen & Co., Ine. ..... Portland, Ore. 


Flint Paint & Varnish ‘Corp. Flint, Mich. 
Florman Manufacturing Co., The, Pueblo, Colo. 
Forbes Varnish Co., The.... Cleveland, O. 


Forman, Ford & Rene: Minneapolis, Minn. 
, ££. > "ae Cincinnati, O. 
Frazee-Kurtz P. & W. Co........ San Diego, Cal. 
French Co., Samuel H........... Philadelphia, Pa. 
Fuller & Co., W. P............. San Francisco, Cal. 


Gavin, Jas. Paterson, N. J. 


A. 
General Advertising Co., Inc., The, 
Reading, - 





Gerstendorfer Bros................... New York, N. 
Gettemuller & Co., H. J............. Baltimore, Md. 
Gibson-Homans si RS Cleveland, 
Gillespie & Son, L. C............. New York, N. 


Gilman Paint & acta: Co., 
Chattanooga, Tenn. 


Globe Mfg. Co. (The Morgan Co.), 


Peoria, Ill. 
Globe Varnish Co.............000......... Pittsburgh, Pa. 
Goldberg & Co., G. M......... San Francisco, Cal. 





The Save the Surface Campaign 
is the biggest factor in teaching 
the public that it is cheaper to 
use paint and varnish than not 
to. Dealers and painters, realiz- 
ing this, show active interest in 
knowing to whom they are in- 
debted for its support. 





Goodrich Co., Wm. 0O............... ———— Maine 
Gould & Cutler, Inc. ass. 
EE Ee Chicago. Ill. 
Hale & Holmes Co.. RE Cleveland, O. 


Hammar Bros. White Lead Co..St. Louis, Mo. 
Hampden Paint & Chem. Co., 
Springfield, Mass. 


Hanline Brothers Baltimore, Md. 











Hanlon & Goodman Co........... New York, N. 

Hanna Paint Mfg. Co., Inc........ Columbus, O. 
Hansen Glass & Paint Sioux City, Ia. 
Hastings & Co. ...... Philadelphia, Pa. 
Hercules Powder Co............... Wilmington, Del. 
Hill-Hubbell & Co. San Francisco, Cal. 
Hilo Varnish ~ .* Stil asiceisharsalial Brooklyn, N. Y. 


Hirshberg Paint Co..................... Baltimore, Md. 


— & Begley Linseed Works (National Lead 
saane 1icago, Ill. 





Mae Co., lt: Miticniseniamecmaiinia Newark, N. J. 
ee Philadelphia, Pa. 
Hodges & Bro., i ee New Haven, Conn. 
Holm, Ine., Donald A............. Los Angeles, Cal. 
Hooker G lass & Paint Co., H. M...Chicago, Il. 
Hooper & Co _ EEE Trenton, N. J. 
Hoosier Paint Works a ad Fort Wayne, Ind. 


Horn Varnish Co......... Long Island City, N. Y. 
Hotopp Varnish Co., The.......... Hoboken, N. J. 
Howell & Co., Inc., Chas. H.. Philadelphia, Pa. 
Huck Paint Co., Inc., M. O (John Lucas & 

Co.) Jacksonville, Fla. 


Illinois Paint Works (Sears Roebuck Co.), 
Chicago, III. 
tuetey & Hela Co............-........ New York, N. Y. 
Imperial Color Works, Inc...Glens Falls, N. Y. 
Imperial Varnish & Color Co., Ltd., 
Toronto, Can. 
Impervious Paint & Varnish Co., 
Philadelphia, Pa. 





Impervious Varnish Co............ Pittsburgh, Pa. 
Indianapolis Varnish Co....... Indianapolis, Ind. 
Industrial Paint Co..................... Pittsburgh, Pa. 
Innis, Speiden & Co............... New York, N. Y. 
Iron City Oil & Varnish in. Pee. Pa. 
i Cleveland, O. 
Irvin, Jewell & Vinson Co............... Dayton, O. 
Johnson & Co., Inc., Oliver... Providence, R. I. 
Johnston & Oswald SS New York, N. Y. 


Johnston Paint Co., The R. F.... Cincinnati, O. 
Jones Dabney Varnish Co........ Louisville, Ky. 
Jones & Dillingham ................... Spokane, Wash. 


Jones-Moore Paint House........ San Diego, Cal. 


Kasebier-Chatfield Shellac Co.New York, N. Y. 
Kellogg & Sons, Inc., Spencer....Buffalo, N. Y. 
Kentucky Color & Chemical Co. Louisville, Ky. 
Kentucky Paint Works ............... Covington, Ky. 
Keystone Albumen & Paint Co., 
Philadelphia, Pa. 
Keystone Varnish Co., The....Brooklyn, N. Y. 
Klein Mfg. Co., The Cleveland, O. 
i Boston, Mass. 
Krebs Pigment & Chemical Co., The, 
Yewport, Del. 
i aati el Philadelphia, Pa. 
Houston, Tex. 
Louisville, Ky. 








Kuehnle, Inc. 
Kuhn Paint & Varnish Works... 
Kurfees Paint Co., Inc., J. F.. 


Lampton, Crane & Ramey Co., The, 
Louisville, Ky. 
Lancaster Paint & Glass Co.....Lancaster, Pa. 
Lanken-Vivian Co., The ee O. 
Lavanburg Co., Fred L......... New York, ' 
Lawrence & Co., }, = Fitsbergh. “Pa. 
Leighton- MeMullin Oc ccnteiall Philadelphia, Pa. 
Lewis & Bros. Co., John T. (National Lead 
RR Philadelphia, Pa. 
Lilly Varnish Co. Indianapolis, aa 
SE New York, N. Y. 

Lincoln Paint & Color Co., The, 

Lincoln, Neb., and "Dallas, Tex. 








Longman & Martinez.............. New York, N. Y. 
Louisville Lead & Color Co..... Louisville. Ky. 
Louisville Paint Mfg. Co........... Louisville, Ky. 


Louisville Varnish Co. ey Ky. 
Lowe Bros. Co., The Day 0. 
Lucas & Co., Inc., John........ Philadelphia, Pa. 
Lynch & Co., A. J. Los Angeles, Cal. 





eee eeE ee ET Ce eee ee eee 





December 31, 1925 


Mack Paint Products Co, Pittsburgh, Pa. 
MacLachlan Paint CO............000044...Wetroit, Mich, 
Macneal & Co., Jas. B.a.............. Baltimore, Md. 
Macneal’s Varnish % Color Works, 

Baltimore, Md. 
eee San Francisco, Cal. 
Maloney Oil & Mfg. Co.. Scranton, Pa. 
Marcus Co., Inc., Edw. H...........Louisville, Ky. 
Marietta Paint & Color Co........... Marietta, O. 
Marine Paint & Varnish Co...New Orleans, La, 
Martin Co., The L.. New York, N. Y. 
Martin-Senour Co., The Chicago, Il. 
Martin Varnish Co..... Chicago, Il. 
Master Painters’ Supply Co., Inc., 
New York, N. Y. 

Matheson Lead Co. (National Leod Co.), 
Long Island City, N. Y. 
Mathews Paint Co., Ince......... Los Pe Cal. 
Matthews Corp., Ww. N t. Louis, Mo. 


























Mayer & Loew i York, N. 

McCloskey Varnish Co........... Philadelphia, Pa. 
McDougall-Butler Co., Inc......... Buffalo, N. Y. 
McMurtry Manufacturing Co......Denver, Colo. 


McNamara Varnish Works, Inc., Michael, 
Detroit, es: 
ROCs DO Bicicccenwsiivsicnccssssens- New York, N 
McPhee & McGinnity Co................. Denver, Col. 
McQuade & Co., Inc., John... Brooklyn, N. Y. 
Mefford Chemical ee Los Angeles, Cal. 
Mepham & Co., Geo. S. (C. K. Williams & 
SSE East St. Louis, Ill. 
Merchants & Manufacturers Paint Co., 


Louisville, Ky. 
Merkin Co., M. J.. New York, N. 
EE Philadelphia, Pa. 
Michel & Co., C., Pittsburgh, Pa. 
Midland Chemical Co. (Eagle-Picher Co.), 
Chicago, Il. 
Midway Varnish Co St. Paul, Minn. 
Minehart-Traylor Co.. Denver, Col. 
Mineral Point Zine Co..................... Chicago, Ill. 
Minnesota Linseed Oil Paint Co., 
Minneapolis, Minn. 
Milwaukee, Wis. 

















Mohns Bros................. 





Moline Paint Mfg. Co. Moline, Ill. 
Montauk Paint Mfg. nA Brooklyn, N. Y. 
Mentgomery Ward & Co................. Chicago, Ill. 
Moore & Co., Benjamin............ Brooklyn, N. Y. 
Morgan Co.,. Se Peoria, Ill. 





Moser Co., The Charles Cincinnati, O. 
Mound City Paint & Color Co.....St. Louis, Mo. 
Murphy Varnish Company...... _ Newark, N. J. 
Muskogee Paint & Glass Co...Muskogee, Okla. 





Newnes. Bs Cai. Bi Mic... ccvccccccces San Francisco, Cal. 
National Lead ES New York, N. Y. 
National Lead Co. of California (National 
Lead Co.) San Francisco, Cal. 
National Lead Co. of Mass. (National Lead 
ace ey Boston, Mass. 
National Lead & Oil Co. (National Lead Co.), 
Pittsburgh, Pa. 

ye Paint & Varnish Co. (Ohio Varnish 


Cleveland, O. 
National Pigments & Chemical Co. (National 

ee St. Louis, Mo. 
National Varnish = Long Island City, N. Y. 
Neeseman & Co., Fred.............. Baltimore, Md. 
Neff Paint & nly Co... Bellaire, O. 
I Pittsburgh, Pa. 
Newark Varnish Works, Inc....Newark, N. J. 
New Jersey Paint Works...Jersey City, N. J. 
New Jersey Zinc Co., The...New York, N. Y. 


Nice Co., Eugene E................. Philadelphia, Pa. 
North Star Varnish Co............. St. Paul, Minn. 
PO Be a Bi iooncenccsscstccenseceeese Chicago, II. 


Oakley Paint Mfg. Co. ..Los Angeles, Cal. 
O’Brien Varnish Co., Inc. South Bend, Ind. 
Ogden Paint, Oil & Glass "a Ogden, Utah 
Bf, gt Seen amine Cleveland, O. 
Mlsen & Tilgner Mfg. Co..............Chicago, Ill. 
O'Neil Oil & Paint Co............. Milwaukee, Wis. 


Paasche Air Brush Co................. Chicago, IIl. 
Paine & Nixon Co...................... Duluth, Minn. 
Paramount Paint "& Varnish Co 

Philadelphia, Pa. 


Denver, Col.—Master House Painters and Decorators Association. 
C.—Master House Painters and Decorators Association. 
Illinois—State Association Master House Painters and Decorators. 
lowa—State Association Master House Painters and Decorators. 

Des Moines, Iowa—Master House.Painters and Decorators Association. 
Massachusetts—Society of Master House Painters and Decorators of 


Washington, D 


Massachusetts. 


New Jersey—State Association Master House Painters and Decorators, 
Orange, N. J.—Master House Painters and Decorators Association. 
N. Y.—lInternational Association of Master House Painters 


New York, 


and Decorators of the United States and Canada. 
New York—State Association Master House Painters and Decorators. 


SAVE THE SURFACE CAMPAIGN 
PHILADELPHIA 


507 The Bourse 


HARDWARE AGE 


Parker & Sons Co., Ira............... Oshkosh, Wis. 
0 Se Milwaukee, Wis. 
Patterson Foundry & Machine Co., 
East Liverpool, O. 
Peabody & Co., Henry W.....New York, N. Y. 
Peaslee-Gaulbert Co., Inc........... Louisville, Ky. 
pease. Pees . Ca\...................... Philadelphia, Pa. 
Peninsular Paint & Varnish Co.Detroit, Mich. 
Phelan-Faust Paint Mfg. Co... St. Louis, Mo. 
I Ts tO a acensaes New York, N. Y. 
Pioneer Glass & Paint Co............ Omaha, Neb. 
~*~ EN Cleveland, O. 
a ES ae Portland, Ore. 
Paint» Supply Co... Pittsburgh, Pa. 
Plate Glass Co..... Milwaukee, Wis. 
2 | ae Baltimore, Md. 
& Lambert, Inc........ ae: Buffalo, Y 
Paint Co., James H........ Boston, Mass. 
Pritzlaff Hardware Co., John..Milwaukee, Wis. 
Progress Paint Mfg. Co., Inc.....Louisville, Ky. 

















I A I, Be iiivsneensctscccccsceren: Boston, Mass. 
Rasmussen & Co........................... Portland, Ore. 
Reichard-Coulston, Inc........... New York, N. 

Reilly Co., Hugh..................... Washington, D. C. 
Reliable Paint Co........................... Louisville, Ky. 
Reliance Varnish Co. Louisville, Ky. 
Reliance Varnish Co................... Newark, N. J. 
Reynolds, Frank J..................... Brooklyn, N. Y. 
Robinson, Edward E. New York, N. Y. 
pS ee Aurora, III. 
Rogers-Pyatt “ee a oe York, N. Y. 
St . SS Of ae New York, N. Y. 


Rower-Beine Paint Mfg. Co....St. Louis, Mo. 
St. Louis Lithopone Co............... St. Louis, Mo. 
St. Louis Surfacer & Paint Co.. St. Louis, Mo. 

St. Paul White Lead & Oil Co., 
St. Paul, Minn. 

Salt Lake Paint & Glass Co., 

Salt Lake City, Utah 
Sargent-Gerke Co., The...... Indianapolis, Ind. 
Sargent Paint Co., Harry G.Indianapolis, Ind. 
Schroeder Paint & Glass Co.....Detroit, Mich. 
Sealerine Products Co. (Michael McNamara 
Varnish Works) Detroit, Mich. 
Sears, Roebuck & Co. Chicago, Il. 











I SED Gi aaici ccccovccccesesneseses Seattle, Wash. 
Seidlitz Varnish Co................. Kansas City, Mo. 
Sewall Paint & Glass Co.....Kansas City, Mo. 


Sewall Paint & Glass Co. of Texas, 
Dallas, Tex. 
Sherwin-Williams Co............... Cleveland, O. 
Shinn Co., B. Frank................ Philadelphia, Pa. 
Sillers Paint & Varnish Co.....Los Angeles, Cal. 
Simons Paint Spray Brush Co........ Dayton, O. 
Sipe & Co., aa «fae Pittsburgh, "Pa. 
. ll Cleveland, O. 
Smith-Alsop Paint & Varnish Co., The, 
Terre ‘Haute, Ind. 
Smith Paint & Wallpaper Co..... Rockford, Ill. 
Sonneborn Sons, Inc., L......... New York, N. Y. 
> ee eee Baltimore, Md. 
Southern Wood Products Corpn.Elizabeth, La. 
Southwestern Paint & Varnish Co., 
Kansas City, Mo. 
Spencer Co., The F. E......... New Haven, Conn. 
Spray Painting & Finishing Equipment Sales 
Co. Boston, Mass. 


PERE EEE EEE ROE EHH EE HEHEHE HE 


‘Spruance Co., Gaeere........... Philadelphia, Pa. 


Standard Glass & Paint Co. ...Des Moines, Ia. 
Standard Plate Glass Corp.......Pittsburgh, Pa. 
Standard Varnish Co....................... Chicago, II. 
Standard Varnish Works.....New York, = - 
Starkweather & Williams Co.Providence, R. I. 


Stayner & Daly.................. Salt Lake City, Utah 
Steelcote Manufacturing Co....... St. Louis, Mo. 
Steen Varnish Co., John A............ Chicago, Il. 
Sterling Paint (mata Emeryville, Cal. 


Sterling Paint & Varnish Co., 

East Boston, Mass. 
Sterling Products Co., The. Cleveland, O. 
ge Philadelphia, Pa. 
Stewart Co., H. fine Chicago, Il. 
Stewart, William Abner... Los Angeles, Cal. 
Stollberg Hardware & Paint ‘Toledo, O. 
Stoneman & _ ae ae ‘aioe N. Y. 
III EIN: BP ocak sxcekrensseciesieons Los Angeles, Cal. 


ORGANIZATIONS 


ciation. 


T 


Strassel-Gans Paint Co................. Louisville, Ky. 
Strevell-Paterson Hardware Co 

Salt Lake C ity, Utah 
Sun Varnish Co..................... Louisville, Ky. 
SS eee Pittsburgh, Pa. 


Talbot, Brook & Ayer....... Portland, Me. 
TN inc cerccds cetsccactvens- Chicago, IIL. 
Tanner Paint & Oil Co., Inc....Richmond, Va. 
Terabentine Co......................... yg hiladelphia, Pa. 
Thibaut & Walker Co. Long Island City, N. Y. 
Thompson & Co... Pittsburgh, Pa. 
Thomson Wood Finishing Co. Philadelphia, Pa. 
Thresher Varnish Co., The Dayton, O. 
T-O Manufacturing Corp. ...Los Angeles, Cal. 
, « “SRR bes New York, N. Y. 
Topp Oil & Supply ee Milw: aukee, Wis. 
Towns Paint Co., Inc.............. Buffalo, N. Y. 
Trainer Co., Walter L....-....... Philadelphia, Pa. 
Tripod Paint Co., The....:................Atlanta, Ga. 
Tropical Paint & Oil Co..... Cleveland, O. 
True-Tagg Paint Co. (Geo. D. W etherill & 

Co., Ine. -teesse.......WMemphis, Tenn. 
Truscon Laboratories .............. Detroit, Mich, 


Union Paint Co, (Ohio Varnish Co.), 
Pittsburgh, Pa. 

United Lead Co. (National a Co.), 
New York, N. Y. 
U. S. Color Card Co.. Chicago, Ill. 
U. S. Gutta Percha Paint Co.Providence, R. I. 
United States Paint Co. New Orleans, La. 
United States Varnish Co., The, Cincinnati, O. 
RN I Tg iaccecsieuinananssintvcss Cleveland, O. 
Utica Paint & Glass Co... Utica, N. Y. 
Utley Paint Co., Inc.. New Orleans, La. 


Wem & OW...........coccccascsss New York, N. Y. 
Vane-Calvert Paint Co....... St. Louis, Mo. 
Vulcan Varnish Co........... ...Louisville. Ky. 


Wadsworth, Howland & Co., Inc., 
Boston, Mass. 
Wadsworth-Howland Co......... Chicago, Il. 
Waggener Paint & Glass C o.. Kansas City, Mo. 
Wagner Co., Inc., Chas. A... Philadelphia, Pa. 
Warren-Onyx Paint Co. (Ohio Varnish Co.), 
’ Columbus, O. 
Warren Paint Co. (Ohio Varnish Co.), 
Cleveland, 
Washburn Co., Ira D. (Ohio Varnish Co.), 
Cincinnati, O. 
Washburn Co., F. Chicago, Hl. 
Waterall & ig ‘William. (Geo. D. Wetherill 


~ 


dD 


3: SS ees Philadelphia, Pa. 
Watrous Varnish Co.......... .....Philadelphia, Pa. 
Watson Co., Geo. E............. Chicago, Ill. 


Weiskopf Co., Henry......... Minneapolis. Minn. 
Western Dry Color Co... Chicago, Ill. 
Westmoreland Chemical & Color Co., 

Philadelphia, Pa. 
Wetherill & Co., Inc., Geo. D.Philadelphia, Pa. 
Wheeler & Son, Henry........ Pittsburgh, Pa. 
Whiting, J. L.-Adams, J. J., Co., 

Boston, Mass. 

Whittaker, Clark & Daniels, © ong 

New York, N. Y. 


Wilbur-Ellis Co.......... L os Angeles, Cal. 
Wilckes-Martin- Wilckes Co..New Y ork, N. Y. 
Wilcox Co., The M. I.......... Toledo, O. 


Willits & Green es _Los Angeles, Cal. 
Williams & Co., C. K. _.........Easton, Pa. 
Wilson & Bennett ‘one Co. Chicago, Il. 
Wilson Imperial Co.. Newark, N. J. 
Winter & Co., I. B.. Chicago, Il. 
Winterbourne & Co., .. New York, N. Y. 
Wisconsin Paint Mfe. Co. a cme Wis. 
Woolsey Paint & Color Co., 

5 Pi City, We a 
Wooster Brush Co., The....... Wooster, O. 
Yarnall Paint Co. Philadelphia, Pa 
York Paint & Hardware Co. York, Pa. 


Zimmerman Co., F. FE. Pittsburgh, Pa. 
Zinsser & Co., Inc., William New York, N. Y. 
Zummach, Wm. F. Milwaukee, Wis. 


Brooklyn, N. Y.—Decorative Employers Association. 

Rochester, N. Y.—Master House Painters and Decorators Association. 
Ohio—State Association Master House Painters and Decorators. 
Cleveland, O.—Contracting Painters and Decorators Association. 
Portland, Ore.—Master Painters and Decorators Association. 
Pennsylvania—Master House Painters and Decorators of Pennsylvania. 
Harrisburg, Pa.—Master Painters and Paperhangers Association. 
Philadelphia, Pa.—Master House Painters and Decorators Association. 
Schuylkill County, Pa.—Master House Painters and Decorators Asso- 


Wisconsin—State Association Master House Painters and Decorators, 
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‘World Wide Buying Number 
The February 4° Issue 
of Hardware Age 


With One Stroke You Can Cover 

}—*™ great American hardware __ The hardware distributors of the 
market—all hardware jobbers and American possessions — Alaska, 

their travelling salesmen, all important Hawaii, Porto Rico, Canal Zone, Phil- 


hardware retailers and their salesmen. 
__ The hardware distributors of Great Britain 
and her great Colonies—Canada, Australia, 


New Zealand, South Africa, West Indies, India, etc. 


Reserve Your Space Now 


“The Most Influential Hardware Paper” 
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259 West 39* Street New York ‘City 
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Users of hand 
ee saws have come 
et’ to the conclusion 

that SIMONDS 
BLUE RIBBON 


S'AWS are the best that can be found. That is why the 
demand for this high-grade line has increased in every part 


of the United States. 


There is good profit for the dealer in Simonds Saws, and 
the turnover is rapid. Customer satisfaction is assured by 
the manufacturer’s complete guarantee which goes with every 


SIMONDS BLUE RIBBON HAND SAW. 


Write for catalog and dealer’s discounts. 


SIMONDS 





Saw and Steel Company 


Established 1832—Fitchburg, Mass. 
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SURO or ee eee 
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Height, 5% inches; 

Convex glass, 

40-hour 

intermittent alarm 
Plain Dial $3.25 


Height, 3% inches; 
Convex glass, 
40-hour 


Tom-Tom 


the rouser 


HARDWARE 


December 31, 1925 


Tom-Tom 
the rouser 


ew Haven 


OXON W-NETOIW, 
‘True‘Jime‘Jellers =; 


Tidy -Tot 


Tick-Tock 


\ 
Tidy -Tot 


Tick-Tock 


lip-Top 
Or fagon 


‘ 
NATIONALLY ADVERTISED 


OCTAGON True Time Tellers 


TOM-TOM 

Width, 4% inches; 4% inch dial 
nickel-plated octagon case, 
movement, back bell, 
with shut-off, removable springs 


Radium Dial $4.25 
TIDY-TOT 
Width, 2% inches; 2% inch dial 


nickel-plated octagon case, 
movement, back bell, 


intermittent alarm with shut-off. 


Plain Dial $3.25 


NEW YORK 


Radium Dial $4.25 


THE EW 
EST. EW 
CHICAGO 


TIP-TOP OCTAGON WATCH 


The new octagon-shaped watch, 14 size, thin model, neat and 

compact. Stream line design, nickel polished, semi-octagon 

bow, substantial antique pendant corrugated crown, easy to 

wind, pull-out set. Cubist numerals and skeleton hands. 

Plain Dial $1.75 Radium Dial $2.75 
TICK-TOCK 


Height, 4% inches; Width, 3% inches; 3% inch dial 
Convex glass, nickel-plated octagon case, 40-hour 
movement, back bell, long alarm with shut-off switch. 


Plain Dial $2.50 Radium Dial $3.50 


LOCK C 
ONN. i1¢ 


SAN FRANCISCO 


AVEN 
VEN 


BRAN CHES 
TORONTO 
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JUNIOR! 


Cannon Ball Junior means a round track and 
a round wheel turned from solid cold-rolled 
steel and rolling freely and easily on long 
roller bearings. It is shipped boxed in sets 
for garage door installations. Track now 
comes in 3 ft., 4 ft., 6 ft., and 8 ft., lengths, and 
brackets can be had for parallel installa- 
tions. A weatherproof cover is also available 
now. Installations can be made inside or out 
with equal ease. 
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Here’s Price 
and Performance Both! 


December 31, 1925 


Cannon 
Ball 
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Cannon Ball Junior 
Wheels are remark- 


If you're selling any kind of door hangers 
and track, you’ve heard all the objections 
that are made to all kinds of equipment and 
you know what an ideal selling hanger and 
track should be like. We know, too, because 
we've made them for. years, and we know 
that we never made a better seller than the 
new Cannon Ball Junior line. It gives youa 
chance to sell a closed-track outfit at pretty 
nearly the price of flat-track equipment, 
which really means no selling at all for you 
to do—people who buy flat-track jobs on 
price alone will prefer Cannon Ball Junior. 


HUNT-HELM-FERRIS & CO., INC. 
Harvard, Illinois 


Minneapolis Los Angeles 
Philadelphia 


A 
y 
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Equipment 


San_ Francisco 


Albany 























able in their strength 
and simplicity of 
construction. They 
cannot bind or wear 
unevenly, and they 
are equal to almost 
any load. 
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~ That 
— Bigger 
—Tobr 














When Llew Soule, Editor of HARD- 
WARE AGE, pens one of his vigorous 
editorials he weaves into it a potential 
stimulus for each man who reads it. 


When one of our other editors care- 
fully reveals the workings of a success- 
ful department in some other store 
than your own he builds into his story 
a spur to your own efforts. 


For HARDWARE AGE is written 
to help hardware men create new busi- 
ness, enlarge their fields, render a 
broader service and, naturally, reap 
greater profits. 


And the men who read HARD- 
WARE AGE receive the knowledge 
and the stimulus necessary to their 
advancement—that’s why so many of 


our readers give to HARDWARE 
AGE the credit for boosting them to 
“That Bigger Job.” 


Hardware Age 


239 West 39th St., New York City 
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HARDWARE COMPANY 





Reg. U. S. Pat. Off. 
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Screw Drivers 


Construction 
Stronger Than 


N ecessary 


Pertormance 
More Than 


Satisfactory 


DWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U.S. A. 
NEW YORK OFFICE, 151 CHAMBERS STREET 


HAR 





Established 1854 Incorporated 1864 














14 


HARDWARE AGE 


December 31, 1925 











READ WHAT DEALERS SAY 


about the 





INGERSOLL 





See for yourself how this amazing 
new invention is sweeping the retail 
trade throughout the nation! 


HE Ingersoll Dollar Stropper is a new 

scientific invention, manufactured and 
ruaranteed by Robert H. Ingersoll, the creator 
of the famous dollar watch. In a single 
year it has established itself among the 
fastest selling shaving accessories in 
the retail field. 


The unusual success of this remark- 
able stropper is due to the fact that it 
does the work and consequently custom- 
ers tell their friends about it, and before the 
retailer realizes it he has sold every stropper 
in his store and placed an order for another 
lot. 


The Ingersoll Stropper makes each old blade 
good for 300 perfect shaves. It saves its owner 
many times its cost every year in razor blades 
and gives him a lifetime of shaving comfort. 
It is the ONLY stropping outfit which holds 
the edge of the blade AUTOMATICALLY at 
the correct honing and stropping angle, utiliz- 
ing the well-known and well-tried principle of 
the barber methods. 


35,000,000 Potential Customers 


There are 35,000,000 more men in the coun- 
try who are potential customers for this arti- 
cle. Get YOUR share of this business! 


The Ingersoll Stropping Outfit is complete. 
It consists of the patent nickeled Stropper 
(blade holder) and a fine leather strop. Two 
types, one for double edge and one for single 
edge blades. 


Price $7.80 per doz. 
Order a dozen NOW—watch them go. 
you'll order a gross! 


Retails at $1.00 each. 
Then 


NEW ERA MFG. CO. 


Robert H. Ingersoll, Pres. 


476 Broadway New York City 


Canadian Distributors 
Percy Hermant, Ltd., Toronto, Canada 





























DOLLAR STROPPER 

































Just a Few of the 
Many Letters 







Received 
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WHAT DEALERS SAY 


fifteeen months, 
we have sold over 3,000 Ingersoll 
Stropping Outfits over the counter 
and we doubt that we have ever had 
a piece of merchandise that gave 
more universal satisfaction.’’ 
—Lansing Segar Company 


“Since May, 1924, 


‘Rush us by parcel post or express 
eight dozen Ingersoll Dollar Stropping 


Outfits for Gillette Blades, two dozen | 
for Durham Duplex blades, two dozen | 


Enders’ Blades, one dozen for Gem 
Blades, one dozen for Auto-Strop 
Blades.”’ 


—Purity Drug Company 


‘“‘We have sold several dozen of your 
stroppers by just letting them stand 
on our counters.”’ 

—Miller Drug Co. No. 1 
Burlingham, Calif. 


“Ingersoll Stropper a great creation. 
Our sales on these have been out of 
the ordinary on this item.” 

—Behrensmeyer’s Pharmacy, 
Barry, Ill. 


‘We are also anxious to sell it as 
it shows an unusually good margin.” 
—Payne Drug Co., 

Rochester, N. Y. 


“These stroppers are going big, and | 


sales’ increasing daily.’’ 
—Kennedy & Ellinger, Ltd. 
Staunton Va. 


“Sold six stroppers in less than five 


minutes.”’ 
—Solomon’s Pharmacy 


Brooklyn, N. Y. 
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Sturdy steel rollers held in a strong cage sup- 
port the hearing loads on a full line contact 
with a rolling motion instead of the rubbing 
friction of plain bearings. 


Right and left spirals insure a constant circula- 
tion of oil over all bearing surfaces. No part of 
the bearing can possibly run dry. 

The steel races inside which the rollers operate 
are of the proper hardness and toughness to 
keep weartoa minimum, thus insuring depend- 
able operation for years without bearing ad- 
justment or replacement. 


Makea Selling Point of Silence 


With Hyatt Roller Bearing 
Equipped Mowers 





F youare selling lawnmowers quired for oiling and adjusting 

that are Hyatt roller bearing and saves money by giving bet- 
equipped, you can make a sell- ter cutting jobs and reducing 
ing point of the fact that these Joss from replacement of parts. 
bearings assure quiet, easy-run- | 
ning, dependable performance. Jy Jawnmowers Hyatt bearings 
In addition, this type of bearing are aselling point you can’t af- 
practically eliminates friction ford to overlook. Handle only 
and wear, shortens the time re- those mowers so equipped. 


HYATT 


ROLLER BEARINGS _ 
HYATT ROLLER BEARING COMPANY 


NEWARK DETROIT CHICAGO SAN FRANCISCO 
Pittsburgh Cleveland Worcester Philadelphia Charlotte 












The Hyatt roller bearings used in the 
wheels and reels of lawnmowers are 
the same type found in the majority of 
the best automobiles, implements and 
industrial equipment. 





These manufacturers appreciate the value 

of Hyatt roller bearings and are equip- 

ping their mowers with them—it will pay 
you to handle these better makes. 


‘HERCU LES” 
Blair Manufacturing Co., Springfield, Mass. 


‘*‘HIGH WHEEL IMPERIAL” —“NEWBURGH” 
Coldwell Lawn-Mower Co., Newburgh, N. Y. 


‘*‘ROLLER MOWER” 
Pennsylvania Lawn-Mower Company 
Philadelphia, Pa. 


‘*“LAWN-VAC” 
Lawn-Vac Co., Sacramento, Cal. 


“IDEAL” PUTTING GREEN MOWER 
Ideal Power Lawn-Mower Co., Lansing, Mich. 
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HARDWARE AGE VERIFIED LIST OF WHOLE- 
SALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, with ratings 
based principally upon annual sales; and also shows names, 
addresses, capitalization, territory covered, number of traveling men, 
names of buyers and lines handled by Hardware Wholesalers. 


CONTENTS 


Wholesale Hardware Houses and Manufac- 
turers’ Agents in United States, Canada and 


Foreign Countries. 


Retail Hardware and  MHousefurnishing 
Stores, including Retail Departments of 
Wholesale Houses in United States, Canada 
and Foreign Countries; also General Stores, 
Lumber Yards, etc., handling hardware. 


5c, 10c and 25c Stores carrying hardware 
in United States and Canada. 


Department Stores carrying hardware and 
housefurnishings in the United States. 


Automobile Accessories Jobbers. 


Dealers in Mill, Steam, Mine and Machin- 
ery Supplies. 

Export Merchants handling hardware and 
kindred lines. 

Sporting Goods Wholesalers and Retailers. 
Mail Order Houses handling hardware and 
housefurnishings. 

Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associa- 
tions. 


Hardware Age Verified List of Wholesalers and Retailers is indispensable in economic 
direct-by-mail promotion work and also a helpful guide for salesmen’s calls. Every 
sales manager should have one on his desk, and every salesman could profitably carry 


a copy in his grip. 


Since the previous issue was published there have been more than 


10,000 additions and corrections, and these all appear in the Sixth Edition which is 


the current issue. 


Hardware Wholesalers find Verified List of great value in “checking” their retail prospect 
records. 


$12.00 postpaid 


HARDWARE AGE 


(Verified List Depertment) 


239 West 39th Street 


New York, N. Y. 








December 31, 1925 
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A selling idea for 1926 


Most women use wash boil- 
ers—some do not. How- 
ever, to thoroughly cleanse 
white clothes, nothing takes 
the place of boiling, no 
other method sterilizes and 
makes the clothes so sweet 
and clean. 


Let “‘Squelch the germs”’ 
be a subtle suggestion to 
the woman who may not 
now be a wash boiler user. 
Just a little urge from you 
—and she’ll buy. 


Show any woman one of 


these solid copper Rome 
Wash Boilers. Tell her 
about the heavily tinned 
inside; the freedom from 
corrosion and the positive 
protection against rust- 
stained fabrics; the clever 
cover hanging hook; the 
handles that do not pull 
loose; the extra weight of 
the bottom to stand wear 
—-you’ll make the sale. 


Also sell a Rome Boiler for 
dyeing fabrics, for canning, 
for cooking in volume—it 
is a versatile utensil. 


ROME MANUFACTURING CO. 


ROME 


Boston, 75-87 Northampton St. 
Seattle, 302 Pioneer Bidg. 


Branches: 


your copy? 


San Francisco, 610-614 Wells Fargo Bidg. 


Rome’s line of large, 
medium and small size 
copper wash boilers are 
fully described in the 
Rome Catalog—so are 
Rome Tea Kettles, Per- 
colators, Tea and Coffee 
Pots, and other utensils. 
Where shail we send 





NEW YORK 


New York, 342 Madison Ave. 
Chicago, 1528 Lytton Bidg. 


The bottom of the 
boiler gets the wear 
of dragging on and 
off the stove—at this 
point Rome boilers 
have extra weight 
copper. 


ROME COPPER AND ALUMINUM 














80 cover Can 
boiler. 


Heavy one-piece seamiess dome 
shaped tin cover. 


Tongue on inside 
be hung on the side of 








Vg 


Extra strong handie. Wood grip with 


steel rod, all t 


ter, which is 
strong steel arms. 


and supports 


he way through ifs cen- 
firmly riveted between 
andle fits over tub 
boiler when emptying. 











Solid copper vertical sides with extra 
heavy steel rod rolled in and reinforc- 
ing the top,.providing a strong boiler 
that holds its shape. 
































UTENSILS | 
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“Nor Rust Doth 
+ Corrupt’ if it’s 
| (aide OPAL 


| Ht | : HEN the first roll of wire screen 
































































































































































































































it + seeee it tee! 5 >) cloth was made, sun, wind and 
| ; fies |S seneesees fi rain declared war on it. Rain drops 
i We cnugdis sesesssesseses eeeeiieees* ile beat. against the screen. ‘Then came 
‘ the sun. The wire screen cloth rusted 

and rotted away. 








Today, though, it’s an- 
other story. Every square 
inch of Opal Wire Screen 
Cloth is protected by a 
stout coat of zinc. The 
weather rages in vain. 
Opal has won the battle 
apainst rust and weather 
exposure. 


SCREEN F ACTS Sell Opal and sell more. 
No. 3—Durability 
The best hard drawn steel wire is NEW YORK WIRE CLOTH co 


used in making Opal. After weaving, 

. : : : Manufacturers of golden bronze, copper. 

: d wit a uniform g . Copper. 
Opal is heavily coated wi zinc-coated and black enameled screen cloth 


solid layer of pure electrolytic zinc 
. —applied by a special patented 542 MADISON AVE.NEW YORK Works -York.Pa. 


process which amalgamates the two 
metals. The result is durability, 
which enables Opal to live a life of 
usefulness years after ordinary 


screen cloth has gone to the scrap 
— Sie 
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239 West 39th Street, New York City 
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Up Our Sleeve 


HARDWARE AGE has all sorts of good 
things in store for its readers in 1926. 
We haven’t the room here to sum- 
marize even briefly our editorial pro- 
gram for the new year, but we might 
mention in passing the series of arti- 
cles on the Chain Store to begin in 
January. Credits and Collections are 
two of the most important problems 
of the average hardware retailers, and 
we take pleasure in announcing that 
we have also published a series on 
these subjects, and also one on window 
dressing. 


Hamp Williams, Saunders Norvell, 
John Cassin, Don Thatcher, and many 
of our otHer old friends will, of course, 
be with us during the New Year. 

In addition we shall have—but 
wait! 





What Readers Say 
About Us 


“HARDWARE AGE is the best magazine 
for the merchant and the salesman.’”’ 
(Signed) C. V. Mabie, 
Poughkeepsie, N. Y. 


“IT always feel that I can depend on 
what I read in HARDWARE AGE. Your 
articles don’t sound like column fillers 
and the advertisements are interesting 
and attractive. I get many good ideas 
from HARDWARE AGB.” 

(Signed) Ralph R. Butts, 
South Paris, Me. 
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[’ SOUNDS a little odd at first, but, 
after all, hardware is the jewelry 
of a house. Display your hinges and 
other finishing hardware with that 
attitude toward their importance. 
The customer is likely to catch 


the same spirit. 


McKINNEY MANUFACTURING CO. 
Pittsburgh Penna. 
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Are Other Merchants ‘Out- 


smarting” the Hardware Dealer? 


By T. D. Scoble, Jr. 
Editor, Retail Ad-News and Former Advertising Manager The Yale & Towne Mfg. Co. 


HEN I was in the hardware business, I be- 
lieved that hardware retail methods far 
out-topped the merchanting methods of 

all other storekeepers. 

But I have been out of the hardware business 
for some years. I have been forced into close 
contact with all manner of retailers and all sorts 
of storekeeping. I have had to study every brand 
of retailing idea, system and success. Today, 
I can compare hardware methods with an 
unjaundiced eye—and the comparison is not in- 
variably favorable. 

It is only logic that the retailer in other lines 
should be able to teach new ideas of selling and 
of increasing volume. If you dispute this, explain 
why other stores in your locality, not hardware 
stores, do get, every day, a share of hardware 
business that should be yours. 

The red fronted nickel and dime store gets its 
nibble of your business, doesn’t it? So does the 
one time pill and powder palace. So does the 
sprawling “everything-including-dry-goods” em- 
porium. And the public service offices, garages, 
specialty stores, canvassers and mail order houses 
—all like to bite and chew at that tasty substance 
labelled “Hardware Store Business.” How do 
they get it? 

Each one of those stores has its own peculiar 
but effective method of reaching out for business, 
incidentally, for a slice of the hardware business. 
The problem (for the hardware man) is to find 
out how and why they get it. What do they do 
that the hardware man leaves undone? 

This, I think, is the key to the problem, to find 





out, first of all, why hardware business gets away 
from the hardware store. If any hardware dealer 
will draw up an accurate list of every store or 
agency that is getting a share of his business, 
check his store critically against each competitor 
on that list, he will get a mighty interesting idea 
of whether somebody is “outsmarting” him or 
not. Can you chart the virtues of your com- 
petitors? 

Is his store front, for example, more conimand- 
ing, more inviting, and more sales stimulating 
than (a) the red front, (b) the department store, 
(c) the garage, (d) the public service office, and 
so on down the line? On some of these counts 
he will truthfully admit his store’s superiority. 
Over the garage, at very worst. Certainly, over 
many specialty stores, but he may also be com- 
pelled to concede something to the department 
store. And, though he may not see his way clear 
to get his store front up in the class of the de- 
partment store, some practical improvements 
will undoubtedly suggest themselves which will 
diminish the disadvantage. 

Next, he may go into the matter of effective 
window display. He may note that his windows 
receive neither the care, nor the skill, nor fre- 
quent change, nor interest arousing treatment 
which his nibbling competitor’s windows receive. 
It is not enough to have the best hardware store 
window display in town. That is the fatal error. 
He must have, so far as it is practical, a window 
display system which is as productive of sales as 
any in town, regardless of the merchandise. 

A thorough study of this window display angle 
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may make him see many chances for improving 
his own system. While he may be glad that his 
store front is not as red as the nickel and dime 
store is painted, he may also see why that store’s 
display of items at one clear, unmistakable price, 
behind those huge, shining windows, will drag 
in many passersby who otherwise come to his 
store as a natural course. 

He may discover that the neat little price 
tickets affixed to every article in the department 
store window, or the frequent, big, booming all- 
at-one price placards in some other window, are 
seldom found in his own to his detriment. Here, 
evidently, are sales influences which affect his 
“monopoly” of the hardware business. Here are 
more suggestions for gearing up the hardware 
store to the composite competitor’s pace. Here 
is food for deep thought on how to exceed the 
competitor’s pace. 

Through the whole dozen and odd other in- 
fluences which attract or lose sales, the critical 
hardware man may painstakingly and fairly go. 
His competitor’s interior store display, fixtures 
and lighting. The clerks—their agreeableness 
and efficiency. The relative speed of selection and 
purchase. The cash and the credit systems. De- 
livery. Newspaper and other forms of publicity. 
Relative frequency of special events or features 
which bring people into the store. And each and 
every factor which works for or against the su- 
premacy of the hardware store as the “smartest” 
retail operation in town. 


The Mythical “Ideal Store” Is Not Required 


Well, you say, do you think I can construct an 
ideal store operating system which will beat all 
of these competitors at every point? No; but I 
think that if differences are positively charted 
so that you realize why some of your business 
goes elsewhere, you will find ways, means and 
methods of tightening up here and there. I find 
that you will discover valuable ideas in the de- 
partment store’s method of “When buyers aren’t 
buying then sellers must sell,”’ that will apply to 
your own sales promotions. I think you will de- 
vise ways of knocking props from under the 
specialty shop because of this improvement and 
of winning the mail order business because of 
that device. I think you will find a way to dis- 
courage the local grocery stores from going any 
further into the hardware business. Once you 
know why the other fellow is getting into your 
business you’ll begin to learn how to stop him. 

The result of such a deliberate check up on 
yourself and the other fellows will uncover a heap 
of work, I know, and it is work which must 
steadily continue. It is no less of a job than 
staking the hardware store against the composite 
virtues taken here and there from the best work 
of every modern and aggressive sales agency. 

Hardware men watch other hardware men too 
closely. The driving, remarkably successful, mer- 
chandisers in other lines of business, they seem 
to watch not at all. They do not fully appreciate, 
for example, what the bald fact of 97 per cent 
of all furniture being sold on the installment basis 
means to the hardware business. 

They do not know how many fast moving retail 
stores jumped their holiday gross by introducing 
an extended credit to their customers—making 
purchases made in November and December come 
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on the Jan. 1 billing. Do they realize how this 
affects their own business? 

Do they realize that the department store, 
which sells so many items that the hardware 
store sells, has fixed a definite schedule of adver- 
tising which it scrupulously carries out, figured 
out on the exact amount of business which it ex- 
pects to do? Do they know what percentages are 
fixed against the expected gross sales, which prove 
most effective in promoting the sale of different 
classes of merchandise? 

Does the hardware man realize that where the 
canvasser has hurt some retailers, they have re- 
taliated in kind, hiring local people, well known 
in the community, to make the door to door 
solicitation in the retailer’s behalf? This unusual 
departure from conventional selling methods has 
killed the canvasser in some sections and has paid 
so well that it is not likely to be discontinued. 

Does he know that the retailer who has been 
hurt by mail order buying has turned on a pub- 
licity campaign, bodily seizing upon a section 
from the mail order catalog, reproducing it en- 
tirely in his newspaper advertising and giving the 
store prices on the identical items, as low in price, 
and ready for instant delivery? What plans do 
you make to beat last year’s figures? 

How many hardware stores check today’s busi- 
ness against the comparable day of last year? 
How many scan the daily record at the beginning 
of each month to see what special effort must 
be made to beat last year’s figures? This is all 
routine in most retailing establishments in 
other lines. 

How many hardware stores have a real adver- 
tising budget, founded on precise calculation, and 
a regular plan of promotion through the windows, 
newspapers and printed literature? 

How many of them cling to dead stock and 
refuse to see the benefits of regularly clearing 
out all dead or slow moving items below cost, if 
need be, in order to keep stocks fresh at all times 
and allow display and storage space an unob- 
structed movement? Today, sellers must sell. 

True enough, the hardware business is pecu- 
liarly complex. But that is all the more reason 
for stressing the fundamentals of sales promo- 
tion, hard and persistently. Too many hardware 
men, I am sure, work on the principle that their 
products are necessities which cannot be sold 
until they are immediately wanted. Then, they 
believe, the customer will walk up to their stores. 
Once upon a time this may have been so, but this 
was precisely the time in which no one but hard- 
ware dealers tried to sell hardware. Now, stores 
which depend for their very existence on pressure 
selling, on small profit margins and quick sales, 
are speeding up the desire of buying and making 
it continually more attractive to buy even though 
actual necessity does not exist. 

Of course it is an impossible job to work out 
a better hardware store than the composite ideal. 
But suppose you have put in every improvement 
that you can so that every customer gets more 
from your store than any other, and you know it. 
How can John and Jane Publick be commanded? 

Ah, there’s the rub! You may know that you 
are giving each customer more, in service, satis- 
faction, convenience and genuine value. But 
that, still, is not enough. You may have an un- 
matchable store front. That’s fine. Your 
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brilliant feats of window display may be unsur- 
passed. And that’s mighty fine, as well. And 
so on through the whole store operation—beating 
one fellow here and another there. When you 
get that far along, don’t commit the fatal error 
of expecting everybody to know all of your 
virtues. Don’t fool yourself into believing that, 
with all of these meritorious improvements, John 
and Jane Publick will immediately cease straying 
from the paths to other stores. 

For it won’t, I promise you. With all your 
improvements, you must realize that the public 
has been taught new tricks. Of picking up 10-cent 
hardware at the red front. Of buying its vacuum 
cleaners from the canvasser. 


Now for the Educational Effort 


These new tricks which it has learned are not 
easily forgotten. If you will be utterly truthful 
with yourself, you’ll admit that it must take much 
effort, educational effort, to change those acquired 
habits. And that is the secret, education. All 
the work spoken about before is merely prepara- 
tion. Now comes the starting point. 

Education? What’s that? Sales promotion? 
Surely, that is part of it, including selling events, 
feature affairs, demonstrations, and the like. A 
planned, systematic, steadily adhered to program 
which will bring new people to the store and old 
customers into the store many more times. 
A constant search for the new merchandising 
ideas. An observance of how the livest stores 
makes things move and keep their stores vibrat- 
ing with new achievements. The aim is a con- 
stant stir, an unceasing effort to impress the 
store’s alertness and ability to give most for the 
least money, to give it recognition as an ever 
hustling organization which, aside from the cus- 
tomer’s money, gives him greater comfort, 
convenience and well being. 


De You Know How to Advertise? 


And the only way to accomplish this is a 
genuine application to advertising methods. The 
hardware man must plan his campaign. He must 
assign some one person to be responsible for the 
regular and right appearance of the publicity. 
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He must strain every effort to make that pub- 
licity of an exciting nature. And, by exciting, 
I mean that there must be a live story in every 
advertisement, whether it concerns price or what- 
ever, a story which will make a reader read and 
then have a better idea of that hardware store 
even though he is not induced to purchase a single 
item from that ad. 

From a four-year study of almost every news- 
paper in the United States I can say that hardware 
store advertising is not within twenty years 
of modern, productive, newspaper advertising. 
In the most elementary points, a tasteful border, 
an attractive type display, a showing of interest- 
ing illustrations, inviting, compelling copy, or 
correct price display, the hardware store adver- 
tisement, with extremely few exceptions, is not 
of a form which can possibly make itself 
profitable. 

Yet, just a little thought, some assistance from, 
say, the advertising manager of the newspaper, 
a schedule, a willingness to pay for an attractive, 
distinctive border and an _ occasional out-of- 
ordinary illustration, and the right start is 
assured. The magazine advertising of manufac- 
turers may help to make selling easier. But the 
newspaper advertising of the retailer can, and 
actually does, a great deal of actual selling. It is 
the great single factor in building such a repute 
for the hardware store that it can defeat other 
selling agencies. 

Few hardware men realize how hungry the 
average man or woman is for his expert advice. 
He is the authority. He may be relied upon, he 
and his salesmen as well, while the salesmen in 
those other stores have no such instinctive hold 
upon the public. This proud position of the hard- 
ware store is the great, broad basis for establish- 
ing the store as headquarters for all hardware 
purchases. If it lays back and expects tradition 
to force all hardware business to a hardware 
store, the driving, smarting retailer in other lines 
will surely steal the business away from him. 
If the hardware dealer goes out today to “out- 


smart” any other merchant in town, there is | 


mighty small chance of his losing one per cent of 
his possible hardware business. 








Turns Paint Stock 4 Times a Year 


N order to increase the sale 
of paint some _ merchants 
favor the use of advertising, 

others talk about quality to cus- 
tomers and prospects and others 
feature special window displays. 
A. E. Melvin, 2307 Shattuck 
Avenue, Berkeley, Cal., uses, 
talks, and features all three of 


these methods, and so is able to 
enjoy a stock turn of three to 
four times a year on his stock of 
standard paint. 

A certain portion of his news- 
paper advertising is devoted. to 
paint that is quality paint, and 
whenever a customer is in his 
store and is interested in paint 


or who he thinks might be in- 
duced to be interested in paint, 
he talks to that customer on the 
advantages that accrue from the 
use of quality paint. Every few 
months he devotes a special win- 
dow display exclusively to paint, 
and as a result he maintains a 
consistent stock turn. 
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Lambert Shows ’EKm to Sell "Em 


T is really not very surprising that house-to- 
house peddlers have, in a good many instances, 
been successful in outselling the hardware 

man on such items as brushes when you con- 
sider the difference in their methods. For ex- 
ample the peddler gets the undivided attention of 
the housewife on the item that he is selling, he 
talks it, shows it, explains it and usually sells it. 
A large number of hardware dealers, on the other 
hand, keep their brush stock under the counter or 
in an out of the way drawer and even when a cus- 
tomer asks for a certain brush, the dealer some- 
times experiences a little difficulty in locating it 
himself. 

The truth of this assertion is borne out by the 
experience of Phillip T. Lambert, hardware deal- 
er in Kankakee, Ill., who for a good many years 
has carried his brush stock in drawers back of 
the counter and under the shelving. To quote Mr. 
Lambert, “When a customer asked for some 
special kind of a brush, I was never real sure my- 
self whether I had it or not.” 


But recently he had built a special brush dis- 
play counter which shows and displays his entire 
stock consisting of nearly 40 types and sizes of 
household brushes. This counter is 8 feet long 
and 3 feet wide, the top being fitted with about 
25 various sized shallow compartments, each con- 
taining a different kind of brush with a price card 
attached. Across the front side are two shelves 
about 10 inches wide on which the large scrub 
and floor brushes are displayed while the corre- 
sponding space at the back of the counter affords 
ample room for the storage of surplus stock. 

In the first two months that this counter was 
in use, Mr. Lambert sold more brushes than in 
the previous 12 months and he finds that his 
brush business is steadily increasing. Incidentally 
one brush manufacturer who sells direct to the 
consumer by house-to-house methods formerly 
employed a resident canvasser in Kankakee but 
has now abandoned that policy indicating that the 
display counter was too strong competition. 








Coming! 


In its issue of Jan. 7 HARDWARE AGE will begin the publication of a constructive se- 
ries of articles on Chain Store methods. These articles have been written by an authority 
and will throw a new light on this important subject. 
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RUCE BARTON, in his wonderful book, 
“The Man Nobody Knows,” declares the 
“Man of Galilee” to be the founder of mod- 

ern business; that the basic idea of business to- 
day is service, and service was this man’s creed. 
“Going the second mile” is just one phase of it— 
under the Roman law a Jew was compelled to 
carry a message or bundle for a soldier just one 
mile and no farther, the simile was very familiar 
to all of the crowd that day. Going the second 
mile in business—has become a slogan of the 
Credit Men of America. One of its members, H. 
Uehlinger of the Hilo Varnish Company, preach- 
ing the doctrine of the second mile before scores 
of local associations all over America, says: ““We 
have an annual bad debt loss of a billion dollars 
and it must be reduced to a sensible figure.”’ That 
is not all—he goes farther, “there were 5000 sui- 
cides in 1924, 1000 of which were estimated as 
due to men who failed in business honorably. We 
are not talking of the crook who fails—we teach 
him that a crooked path is the shortest way to 
the penitentiary !” 

“The second mile in business is that extra mile 
you travel with your customer beyond the ex- 
change of dollars for merchandise. Whereby 
through advice and counsel you build him up— 
department by department wherever he is weak, 
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Going 
the 
Second 
Mile 


The Credit Man Can 
Help You If You Will 
Only Seek His Advice 











Under the old Roman law a Jew was 
compelled to carry a message or 
bundle for a soldier one mile and no 
farther——hence the simile so often 
heard, “Going the Second Mile” 





until he is whole and successful. On the theory 
that if you make a better customer, he is going to 
buy more of everything he buys and sells from 
everybody—I hold it a vice not to do more than 
is written in a contract of sale—that is the first 
mile. The second mile begins to operate when 
your interest in your customer extends beyond 
your product, and you concern yourself seriously 
with his future financial welfare.” 

“T have been preaching more education and less 
prosecution, more practical service and less perse- 
cution. The credit man should be a human interro- 
gation point! He must dream: then deliberate, 
then act in his customer’s behalf in somewhat the 
following fashion: 

“Ts his advertising beneficial? I will analyze it 
and present better copy for him. 

“What is the percentage of his bad debt losses? 
It’s too high, I will install a credit system that 
he will understand.” 

“Ts his cash sale system sufficiently safeguarded 
so that he is getting all the cash for all the mer- 
chandise sold?” 

“Does he know the margin of gross on a de- 
partmental basis and is this gross margin as high 
as others in similar lines?” 

“Does he carry fire insurance of ample volume, 
and other insurance to protect his capital?” 
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“Ts it all guesswork in pricing?” 

“Does he take on hazardous contracts, which 
may through one mistake result in the ruination 
of his business?” 

Does he inventory frequently and periodical- 
y? 9 

“Does he permit suits and judgments to be re- 
corded against him?” 

“Has he any knowledge of business ethics?” 

“Does he make losses, or does he make profits?” 

“Does he know the percentage of turnover, or 
does he study turnover in front of Childs Restau- 
rants?” 

For years the Adjustment Bureaus of the Cred- 
it Men’s Association have been doing this sort of 
thing, rejuvenating dying business, “catching a 
bust before she blows.” The credit man can bring 
to your aid a host of trained men—he has about 
him accountants, production managers, purchas- 
ing agents, advertising men and engineers. Be- 
sides he has the experiences of successful busi- 
ness houses to whom credit has been extended for 
years. He can utilize this talent, all this wealth 
of experience for the upbuilding of the retailer. 

“It is yours for the asking.” 

One of the most exasperating phases of the 
credit situation is the neglect of the merchant 
whose account is overdue to answer letters. Fail- 
ure to do so until compelled by drastic threats 
works an injury, the credit man begins to see red, 
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and your credit is affected—your moral standing 
is your biggest asset. If you lay the cards on the 
table the credit man in your jobbing house or bank 
will cooperate, he is ready to go the second mile 
with you. Do not be reluctant to have your finan- 
cial condition diagnosed—better more consulta- 
tions and fewer post mortems. All too often the 
unsuccessful or failing merchant works and plans 
alone—too timid or too proud to seek advice from 
reliable sources. 

At the recent convention of the National Re- 
tail Hardware Association, Herbert P. Sheets— 
secretary-treasurer—declared “I believe this is a 
day in which to question everything that has to 
do with one’s business, a period in which to take 
nothing for granted. A time when business must 
be stripped of its inefficiency and all of its costly 
and wasteful practices.” How is the average re- 
tailer to do this unless he is put in touch with and 
seeks advice from experts—it takes a man from 
the outside to point out the flaws. We all do 
many things daily because we have always done 
them in that way. 

Many credit men stand ready to give you a hu- 
manitarian treatment of your account instead of 
the old cold blooded economic one. They are ready 
to go the second mile—but you, too, must travel 
that second mile in all faith with them and your 
customers as well. 





Business E:xperiences 


NCE upon a time there was a man in a small 
business who was habitually a little behind 
time in meeting his financial obligations. 

He never paid a bill until it was due under any 
circumstances, and too often he had to beg for ex- 
tensions on accounts and small notes in banks 
until he could collect sums sufficient to meet them. 
The same thing occurred in his household ex- 
penses. Payment of the monthly bills of the 
grocer, milkman, laundryman and others was al- 
ways just a little late or carried over for another 
month. Naturally this man’s credit was not good. 
There was a small mortgage on both his residence 
and his business property. He was not a good 
collector, he told his bankers. That was no news 
for them. 

One day he was complaining to a friend about 
his affairs and made his usual plea that his only 
trouble was that he was not a good collector. As 
a matter of fact his business was solvent. Ona 
fair sale of his assets none of his creditors would 
have suffered. But his friend said to him, in 
substance: 

“The trouble with you is that you do not under- 
stand two things. The first is, that it is always 
easier to collect money to meet obligations before 
they are due than after. The second is that a lot 
of small unpaid household accounts and little past 
due notes in bank are destroying your credit. I 
heard a banker refer to you the other day as ‘a 
lame duck.’ The thing for you to do is to cover 
every item of your present indebtedness by a 
mortgage on your home alone, and then do your 
collecting before your bills come due.” 


The matter was so arranged, although it mort- 
gaged his home for considerably more than $3,- 
000. The business house mortgage and all busi- 
ness bills and household accounts were paid. 
Then the man, realizing for the first time the fu): 
force of the vital truth that his collections were 
all-important, threw all his energies into that part 
of his business. Owing nobody but the man to 
whom he had mortgaged his home, he found it 
indeed easier to collect before new bills fell due 
than after. Also, he found himself able to de- 
mand and get lower prices on stock he purchased. 
Another curious thing happened. Instead of 
urgent requests for the payment of household ac- 
counts he found it necessary in some instances to 
make sharp demands for the bills against him. 
To make a long story short, in six months he 
found himself with a surplus in bank sufficient to 
make a substantial reduction in the mortgage on 
the home. 

The collections necessary to meet his first 
month’s necessities required three weeks; those 
necessary for the sixth month were made in less 
than three days. In 28 months the mortgage on 
the home was wiped out, and the man had found 
his collections changed from a dreaded task into 
the most pleasureable incident in his business. 
That was exactly what they should be, because 
they marked the conclusion of his business trans- 
actions each month. All this resulted from a 
little straight business thinking and the correc- 
tion of a bad policy. From that time on the man 
prospered. 


—From the Chicago Journal of Commerce. 
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This store has a sign but it is 
rather hard to find. 





An example of a plainly lettered sign 
that is visible for several blocks in either 
direction. 


There is no chance of mistaking this 
store for anything other than a hardware 
establishment. 


Hardware Retailers Who Believe 
in Signs 


66 HAVE been here in business so many years 
that everybody knows where my store is 
located.”” You have probably said that 

vourself or at least heard some one else say it. 

3ut what is meant by “everybody”? Is your town 

so dead or so isolated that no new people move 
into it or strangers pass through it? Is it so small 
that you can honestly say that you know every 
one personally in your trade territory and every 
one knows you? If all these things are true, then 
undoubtedly you are selling all the hardware that 
is used in the community and there is no need of 
trying to do more. 

However we have yet to find a town that never 
has a stranger or new comer in it and it is a safe 
bet that that stranger doesn’t know where the 
hardware stores are located. 

Some sarcastic philosopher once said that the 
only sure way for a stranger to find a hardware 
store was for him to look up and down the street 
and wherever he saw a group of garbage and ash 
cans setting on the front sidewalk, it marked the 
location of his quest. He further stated that the 
one outstanding characteristic which distin- 
guished hardware stores from all other buildings 
was the fact that the others invariably placed the 
rubbish receptacles at the back door, but that a 
hardware store placed them brazenly at the front. 

While of course, those statements are grossly 
exaggerated and derogatory, it is true that, as a 
class, retail hardware stores are very poorly 
identified as such to the chance passerby. In the 
past there have been several unsuccessful move- 
ments started to get hardware men as a body to 





place some distinguishing symbol in front of their 
stores—much along the order of the mortar and 
pestle of the drug store, the wooden Indian of the 
cigar store or the striped pole of the barber. 
There is no question but that, if the practice were 
universal, in time the public would learn to recog- 
nize the symbol and general good would result. 
However the idea is impractical in operation and 
a readable sign, easily seen, announcing the one 
word “HARDWARE” would answer every pur- 
pose. 

It is a regretable fact that there are many 
hardware stores that have no outside signs what- 
ever to invite transient business to them. Still 
other dealers merely put “John Smith” or 
“Smithville Mercantile Co.” over their front 
doors, taking it for granted that they are so well 
known that there can be no question as to who 
they are or what they sell. The average customer 
is really not deeply concerned over the name of 
the man or company where he buys his hardware 
as long as he gets service and full value for his 
money and the dealer who displays only his name 
and not his business is largely wasting his efforts. 
The word “HARDWARE” and then the firm 
name in smaller letters is the ideal combination, 
for it at once locates the business for the stranger 
and adds the local prestige of the firm to those 
who are familiar with it. 

There are few cities and towns where signs 
protruding or hanging over the sidewalks are 
prohibited by local ordinances but these are by 
far in the minority. Most dealers can readily se- 
cure a permit to erect a protruding sign, one that 
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can be seen for at least a block or two up and 
down the street. If this sign is electrically light- 
ed it will also serve as a “shining” advertisement 
for the store at night long after the regular store 
hours. 

An example of the advantages of an electric 
hanging sign can be found in a certain small town 
in IUinois where there are two hardware stores 
located within a few doors of each other on a side 
street. Both stores have been in existence for a 
good many years and are probably equally well 
known to the older inhabitants. The store located 
nearer to the main street has no signs except the 
proprietor’s name painted on the windows. About 
a year ago, the other dealer put out a large sign, 
with the word “HARDWARE” and his name, 
that could easily be seen from the main street 
nearly a block away. As a result he almost im- 
mediately began to get a considerable amount of 
trade from strangers and transients, drawing 
them directly past his competitor’s store. He has 
no figures to show the exact amounts but he esti- 
mates that he is doing at least double the amount 
of business in fishing tackle since the installation 
of the sign and that five times as many strangers 
come into his store. 

The old fable about the public making a path 
through the wilderness to reach the man who 
makes the best mouse trap sounds fine but it 
doesn’t work out in every day life. People will buy 
where it requires the least effort to do so and 
they will go to the store that is the easiest to find. 
Regardless of how many years you have been in 
business in your present location, there are still 
a good many people who have to be directed there 
and the transient trade is always worth inviting 
in. A readable outdoor sign in front of your store 
is undoubtedly the best advertising that you can 
do. 
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An old building where the entire front is used 

to tell the passing public what it can expect 

to find inside. C. W. Styles whose store is 

illustrated below is another hardware merchant 
who believes in signs. 
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The average hardware merchant usually experiences 
much difficulty in getting customers to voluntarily visit 
the second floor. Mr. Fitzgerald found that proper 
display helped materially in the solution of this prob- 
lem. We present herewith views of the second floor 
of Mr. Fitzgerald’s progressive retail establishment. 





Popularizing the Second Floor 


HE very name “store” in the earlier days 
meant a place where merchandise, especially 
in large quantities was accumulated or 
“stored” and gradually the meaning came to em- 
brace a place where goods were also sold. It is 
easy to conjure up a mental picture of the stores 
during the earlier history of this country as 
rooms containing endless piles of miscellaneous 
merchandise with little attention paid to handy 
arrangement or attractive sales making ideas. 
However the modern merchant is rapidly get- 
ting away from the idea of maintaining a mere 
warehouse and of waiting for customers who 
want to buy the goods that he has for them. Such 
a practice necessitated large capital and led to 
heavy losses through dead and unsalable stocks. 
The merchant of today realizes that in order to 
be successful he must move his stock rapidly, and 
when customers do not buy fast enough they must 
be urged and tempted. As a result the hardware 
dealer who is making an enviable sales record is 





invariably a man who has given considerable 
study and thought to the arrangement of his store 
—placing certain items where they will most 
surely catch the eyes of the people apt to buy 
them, putting goods used for a particular purpose 
along beside other goods used for the same pur- 
pose and arranging all merchandise where it will 
most readily attract attention. Naturally not all 
of the several hundreds of items ordinarily car- 
ried in a modern hardware store can be given the 
place of most prominence and this again calls for 
a careful study of their relative importance, their 
sales possibilities and, what is vitally important, 
the profit in handling. 

As the hardware stocks beeome, year after 
year, more diversified the problem of sales com- 
pelling display becomes harder to solve and more 
than ever merchants are turning to second floor 
and basement sales rooms for the bulkier and 
more staple goods. An example of what can be 
accomplished along this line is to be found in the 
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recently remodelled store of W. E. Fitzgerald, 
South Milwaukee, Wis. During the 19 years Mr. 
Fitzgerald has been in the hardware business he 
gradually outgrew his quarters, a room 30 by 80 
feet. Not only had he added lines but his business 
had expanded until he was handicapped in hand- 
ling his trade and it was almost impossible for 
him to go after new business. 

The second floor of his store had, up to this 
time, been used as a wareroom and it was de- 
cided to remodel it into an additional salesroom. 
In the center and well to the back of the store 
an easy and attractive stairway was cut through. 
The steps are 5 feet wide, with a 10 inch tread 
and 7 inch riser, and on each step a plain card 
enumerates a different item to be found on the 
second floor. Such articles as stoves, washing ma- 
chines, wheel goods, floor coverings, radios, re- 
frigerators and vacuum sweepers were placed on 
the second floor, both because their bulk took up 
too much space on the first and because it was 
thought that customers would more readily climb 
a flight of stairs to look at those items than they 
would for smaller or more incidenta] articles. The 
removal of all these items naturally created a lot 
of much needed space on the main floor and it 


.was possible to make a center “horse-shoe” ar- 


rangement of showcases and to leave wide aisles 
on either side. Practically the only expense was 
the building of the stairway for no new fixtures 
were added, although it is planned to replace 
some of the wall shelving with more modern 
equipment later. 
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In speaking of the change, Mr. Fitzgerald 
states, ‘““We find no trouble in getting people to 
visit our second floor, and we feel that upstairs is 
an ideal place for the heavier household items.” 
In order to acquaint his customers with the new 
arrangement upon its completion a week’s “For- 
mal Opening” was held. It was extensively adver- 
tised by window displays and a liberal distribu- 
tion of hand bills which quoted special prices and 
offered a small souvenir piece of aluminum to 
every woman who visited the new department 
and registered her name. Over 700 women took 
advantage of this offer during the week and the 
sales made it by far the biggest week in the his- 
tory of the store. 

The upstairs room is arranged with the stock 
of ranges and heaters standing on a 6 inch plat- 
form around three sides of the room. Washing 
machines occupy most of the center of the floor 
while the wheel goods and rugs are displayed on 
racks. While the use of the second floor has not 
been tried long enough to form any definite idea 
of comparison with previous sales records, re- 
sults so far have been very gratifying and Mr. 
Fitzgerald fully expects to be able to greatly in- 
crease his sales volume. That he knows how to 
sell this particular kind of merchandise is evi- 
denced by the fact that last year, with an average 
stock of about $1200 worth of stoves and ranges, 
his sales amounted to nearly $9,000. He sold 125 
electric washers, or over $10,000 worth, from a 
stock averaging between $300 and $400. 
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Momentum 


N inquiring reporter strolled into the engine room, down in the cavernous depths of 
the giant steamship Leviathan, the other day, when she was docked in New York, 
and drew Chief Engineer John J. Fagan into conversation. Of course he asked 

the usual foolish questions, one of which was: ‘Suppose, Chief, you were running at 
triple cruising speed, out in mid-ocean, and the signal came: ‘Full speed astern.’ How 
long would it be before this big boat would begin to move sternward?”’ 


Engineer Fagan, who is far handier with information within his line than the aver- 
age encyclopedia, was ready with his reply, which was: “Between five and ten miles.” 
Think of it! The giant mistress of the sea would move ahead at least one hundred ordi- 
nary city block-lengths before her reversing propellers would begin to get the better of 
momentum and start her moving backwards! 


Momentum is a great force. It keeps planets whirling about suns; and it whirls busi- 
nesses along toward success or failure, as the case may be. 


Here is a business—your business, perhaps—which has never advertised but which 
starts advertising. And if you are captain at its helm, you may be not a little surprised 
that the results of that first advertising do not show themselves almost instanter. Then 
never forget the testimony of the Leviathan’s chief engineer. 


For a business to change to a policy of advertising is to make a radical change in the 
propelling power behind it; and there must be a reasonable time allowance made before 
that new power may reasonably be expected to show itself and to reverse direction on 
the Sea of Merchandising. Engineer Fagan does not expect the impossible of his pro- 
pellers, large and powerful though they may be; nor should you, Captain Merchandiser, 


of your advertising. 
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A Novelette in Three Installments 


The Man Who Came 
Back 


Chapter II. 
By Lester G. Herbert 






SYNOPSIS: Wesley Nelson, of the Nelsonville Hardware Emporium, finds his 
business headed for the rocks. When the story opens he is in his store after 
hours, trying to find the way out of his difficulties. Suddenly the lights go ont. 
It is a stormy, winter's night and thinking that the wires had been blown down 
he decides to go home. On his way out he glances back, and through one of 
his store windows he sees a gleam of light in the rear of his store. The light 
means only one thing—burglars—and mindless of the fact that he is unarmed 
he rushed toward the door. Slipping on some ice, he falls unconscious with a 
broken leg. At this point a broad-shouldered chap swings around the corner. 
He also sees the burglars at work and in rushing forward stumbles over the 
prostrate form and’ discovers the man is his brother. At this moment one of 
Nelsonville’s few policemen appears and the newcomer rushes forward shouting: 
“Chase those fellows climbing into the car. They robbed Wes. Nelson’s store 
I'm his brother!’ The burglars are apprehended, and Wes. Nelson is removed 
to a hospital. While waiting for his brother’s recovery, the newcomer, Peter, 
takes charge of the store and discovering its financial instability put a number 
of important reforms into practice. 

Now Go ON WITH THE STORY 


beginning to convalesce. As Peter had foretold, there had been 
changes at the store. In a nutshell, these were a few of the things 
which he did. 
First, he called together the largest creditors of the Emporium. With 
each of these he came to an agreement on the following terms. The entire 


T the end of one month Wes Nelson still lay helpless, although he was 


indebtedness of the Nelson store was divided up into interest-bearing : 
notes of suitable size, and the agreement reached that after a period of | 
four months hence that one note would be retired every two months, and 


that further bills incurred for necessary merchandise would be settled for 
within thirty days. The smaller bills were totalled and money raised at 
the bank on a note indorsed by Peter, to liquidate all that were due. Peter 
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Nelson had no notion of pumping a lot of his own 
money into the concern. He wanted to show 
Wesley that the business could be pulled out of 
the hole it was in by its own boot-straps. 

Second, he found after careful auditing that 
there were more than $8,000 out on the books. 
It looked like better business to Peter Nelson to 
collect in this money than to go on paying inter- 
est. Wes had always been afraid to urge payment 
from his own creditors, for fear of giving offense. 
But Pete went after the money with businesslike 
thoroughness and tact, and found that, while cash 
did not roll in in an overwhelming tide, he was 
able to get enough to be of material assistance. 

And in almost every case he was able to make 
arrangements whereby laggard patrons would pay 
monthly on their indebtedness, would promise a 
complete payment within a reasonable time, or 
would give a note which could be discounted at 
the bank. Peter figured that some people would 
doubtless be offended, while others who were tak- 
ing their cash trade elsewhere would come back 
once their slate was clear at the Emporium. 

Third, he combed the establishment from attic 
to basement for all sorts of “empties’”—cases, con- 
signment goods, etc., etc., which could be returned 
and credit obtained. It was astounding how many 
of these things had been aliowed to accumulate, 
and the sum total of the follow-up amounted to 
hundreds of dollars. 

Fourth, Peter Nelson instituted a program of 
live salesmanship with an occasional competitive 
test which brought all of the store force up on 
their toes. Once a week he arranged that every 
employee should have the benefit of a Salesman- 
ship Class on the store time. There were two of 
these classes, so that half could be on duty while 
the other half learned. The proper methods of 


of customers, the absurdity of clerks not knowing 
advertised prices and goods, the way to kill a 
sale and the way to make one, the importance of 
courtesy, the folly of superior and ‘patronizing 
manners and endless other live topics were dealt 
with regularly and briskly. 

Fifth, Peter Nelson cleared off one shelf which 
could be spared in the rear of the store, and be- 
gan a small business library of books and up-to- 
the-minute, live-wire business magazines. A rec- 
ord was kept by the bookkeeper, who served as 
librarian, of the reading taken out by each, and 
it was generally understood that the sentiment 
of the new management was that “Providence and 
employers are inclined to help those who are anx- 
ious to help themselves.” 

Sixth, a series of Alteration Sales were put on, 
for it was frankly announced that improvements 
were about to be started, and the money and the 
room would be needed more than the goods. Live, 
honest advertising was prepared and either care- 
fully placed or wisely distributed. Peter Nelson 
required each department head to prepare his own 
advertising, but he himself checked it up that 
there were no over-statements or misleading 
statements. He had no notion of undermining 
the confidence in the new regime. 

Seventh, he gave a contract to move the office, 
which occupied valuable space which could be 
used to better purpose, up into a small gallery 
or mezzanine office floor across the rear of the 
store. This was much more private; papers could 
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approach, the best way to handle different types-” 
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be left out without their being under the eyes of 
possible customers and acquaintances who 
dropped into use the telephone, and a live side- 
line was installed in the vacated corner down- 
stairs. 

Fixtures were rearranged, a counter put in the 
length of the store with a walk-way all around 
it, and plans made for a small rest room where 
friends could meet, mothers could come with their 
children when they had driven in from the coun- 
try, or even a light lunch might be eaten. The 
rest room was not too fine to be used, but it was 
clean and comfortable and off the housefurnish- 
ings department. 

And lastly, the contract called for the entire 
repainting of the front of the building, the bright- 
ening up of the store sign, and metal flower boxes 
to be fitted to the lamp posts in front of the store. 
In the summer these were to contain growing 
plants and flowers, and in the winter, evergreen 
and artificial, brightly colored blossoms. The 
building was to be painted the color of light buff, 
tapestry brick, and being different from all the 
other buildings on the street, stood out and liter- 
ally beckoned an invitation to passersby. 

By the time Wes Nelson was able to be brought 
to the store some ten weeks later in a taxi, he 
gasped with surprise. A steady stream of cus- 
tomers was coming and going. The cash reg- 
isters were jingling a merry tune, and who should 
be there to meet him as a sort of reception com- 
mittee but the two jobbers, the banker across the 
way and Peter himself. 

“Didn’t tell you all we were doing,” smiled 
Pete. “Words were inadequate. Hope you like 
it, Old Man, for we’re not altogether out of debt, 
of course, but, believe me, we’re coming fast!” 

“Fast is right,” laughed Banker Brown. “And, 

es, the whole town of Nelsonville is as proud as 
a peacock of this city-like store. It’s generally 
understood around town, according to Pete, that 
you had this all planned out before you got that 
whack on your head. We’re glad to welcome you 
batk, and Nelsonville will always boost for the 
Nelson twins. Wish you were going to stay here, 
Pete.” ° a 

Peter Nelson grinned. 

“They are hollering back home for me now, but 
I’ve had a dandy vacation, and when this twin 
brother of mine gets on his pins a little stronger, 
I’ll have to hike for the tall timber.” 

Wes Nelson sank into the easy chair in front 
of an orderly desk in a beautifully neat office a 
few minutes later. There was a lump in his 
throat. 

“Say, Pete,” he said in a husky voice, “it was 
mighty generous of you to let the folks think I 
planned this, and—and it'll make it easier for 
me now. I reckon I had sort of got into the rut 
of following the line of least resistance. Perhaps 
those bandits didn’t do us a bad turn after all!” 

“They are doing time I understand on another 
charge,” nodded Pete. “Anyway they didn’t get 
anything out of us. Cheer up, Wes, you’ve #ot a 
long life and a lot of the best years of your life 
ahead of you. 

Wes Nelson didn’t say a single word, but he 
reached out his hand and gripped that of his 
brother with an earnestness that Pete under- 
stood. Wes Nelson had come back! 

(Conclusion) 
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More Metal in Toys 


How the Metal Trades Help to Fill the 
Christmas Stocking and Trim the 


Christmas Tree 


BY PRENTICE WINCHELL 


try. There will be no references to Kris Kringle 

craftsmen engaged in a labor of love in dimly 
lighted shops—no details of designs suggested by 
crippled shut-ins. As a matter of fact, it is really not 
a Christmas story at all. 

For the making of toys is becoming less and less a 
holiday business and more and more an all-year-’round 
affair. True, more toys are sold in the month of De- 
cember than at any other time; nevertheless a great 
change has taken place since the days when a dollar 
fire-engine or a fiffy-cent drum sent youngsters into 
the seventh heaven of delight on Christmas morning. 
Stockings aplenty are still hung by the chimney with 
care—but fewer of the toys get into them every year. 
Many of them have to be brought in by the expressman 
and his helper. 

Toys are bigger, better, more entertaining and more 
expensive—as any visit to a toy department will prove. 
A generation ago, the toy jobber practically did not 
exist who would carry a toy retailing at more than one 
dollar; today most of them will handle playthings up to 
fifty times that value. 

There are three reasons for the changes which have 
taken place in the toy industry—changes which have 
transformed tiny toy-shops into modern mass-produc- 
tion factories, increased the consumption of metals and 
the need for metal working many times over and, inci- 
dentally, altered the habits of a fair proportion of our 
population. 

The first of these reasons may be found in our great 
prosperity. Without the ability to purchase expensive 
toys, there would not be the incentive to make and sell 
them. Few foreign countries are in a position to spend 
as much money for playthings as these United States— 
at least, in numbers large enough to make the produc- 
tion of fifty-dollar toy automobiles as practical a ven- 
ture as it is in this country. High wages, steady em- 
ployment and the saving grace of thrift has enabled 
this country to pay more money for its children’s play- 
things. 


[ss is no romantic story of a Santa Claus indus- 


Age Limit Has Widened 


HE third reason for the marked expansion in toy 

girl enjoy playthings until they are fifteen years old, 
or after, whereas a generation ago, few children over 
ten were content with toys. Note the use of that word 
“nlaythings”—in it lies the secret of this second rea- 
son. Not so long ago “toys” meant cheap, flimsy gim- 
cracks that were used but a few days (and were in- 
capable of use much longer) and were generally rele- 
gated to the ash-barrel by New Year’s. Today even 
the cheaper playthings are capable of making a lasting 






impression because they are themselves lasting. 

And for this transformation, metal is largely re- 
sponsible. Metal wheels instead of wooden spokes, 
metal automobile bodies instead of wooden coaster 
wagons and metal erection and construction toys in- 
stead of wooden blocks—these are but indications of the 
effect which the demand for more and better toys is 
having on the manufacturing end of the business. 

And just as the market has grown on account of the 
broadening of the age limit, so the universal trend 
toward feminism has reached the toy industry and 
helped to run its annual sales up to the $200,000,000 
mark which it is expected to reach this year. The 
vigorous out-of-doors girl—the Camp Fire or Girl 
Scout member—is no longer content with dolls and tea 
sets. She must have a scooter and a coaster-wagon 
in order to compete with her brothers on an equal foot- 
ing. She plays ball, skates and uses as many outdoor 


R playthings as any boys of her age. 


Better Toys Mean Larger Sales 


HE third reason for the market expansion in toy 

demand during the last twenty years lies in the im- 
provement in toy quality for which the metal trades are 
so largely responsible. In the days when most toys 
were made of wood and by hand, output was limited 
and price reductions by means of mass production were 
unknown. Today the modern toy factory has modern 
machinery and is likely to stamp or punch thousands 
of parts a day where a few dozen would have been 
slowly cut by hand dies not many years ago. 

“The toy industry moves as do other industries by 
filling a new need as it arises or by creating a new 
demand by designing new toys that leap ahead into 
an untried field,” said H. D. Clark of the Toy Manu- 
facturers of the U. S. A., the industry’s trade associa- 
tion. “We used to have only the iron trains that were 
moved when pulled by a string—made of cast iron. 
This changed into the mechanical train that ran by 
clockwork and in turn was followed by the reproduc- 
tion of our latest electrical railroad equipment. But 
you must not believe the little iron train has been for- 
gotten. Younger children are today as thrilled by it 
as were their fathers twenty-five years ago, only they 
outgrow it sooner and demand a more modern outfit. 

“Children seem to outgrow all playthings sooner than 
they did a few years ago. Just as subjects which were 
once taught in colleges are now given in high schools 
and as high school courses are getting into lower 
grades, so the age limit on various toys seems to be 
getting lower and lower each year. This means that 
many new toys must be designed to take the place of 
these outgrown toys, especially from the age of ten up.” 


























4 3 FY ee St ree ee , PRS a MT ee . ; _ , — 
4 a eS he ot TAR AND Ma etd cil aH - aE ‘ Sci Rie aay a ee ee es - = 
' os Sol ee : 2 he eee ae Se eS See BRC +t 58 Nate ee ae es Pov 5 4 PERE ty ; 
at oy eo 1 eRe he cs: aE ay ee cehs. 8e PERT aN Bk et anid ae ad Se et Se ARO (eer ek oe ae 
us : Purr see oe aie i 3: Lea giad oe v PFE oe ; f ’ en iy ; I Ae rg a Si ; : —— 
pa ae jcbovige 2 ig ; pl ne ’ mi os : i al 2 ae ‘ 
te % ; r dye eee ae wa ie pie rat teat eee ee r . ae ms %y E 
\ - 7 POR ES AR ee BE SO a Yt a oie ol eile Kuan ade. 7 





ure err 


December 31, 1925 


HARDWARE AGE 


35 














More Metal Toys Each Year 


A™ because large numbers of toys can, in many 
cases, be made more economically by stamping or 
punching from metal blanks, the proportion of metal 
toys to the total quantity of toys sold seems to be in- 
creasing each year. The demand for more durable 
playthings is, of course, one factor which leads to the 
increasing use of sheets, tin plate, brass and aluminum. 
But the ease with which metal can be worked and the 
methods which have been designed for quantity produc- 
tion by automatic machines has given the “edge” to 
metal toys in recent years. 

A good example of this is the wheel used on coaster- 
wagons, scooters and all the large line of toys known 
as wheel goods. Up to a few years ago the wooden 
wheel and the wire wheel were the only contenders in 
this field. Then came the introduction of the disk 
wheel into the automotive industry and its application 


many and Austria took up rifles instead of tools, im- 
ports dropped and the American industry seized the 
opportunity to get on a sound footing. Today most of 
our toys are made in America—and the industry can 
no longer be called a by-product industry, as large 
plants and ever-growing requirements for metal plainly 
show. 
Two-Purpose Playthings 


ie is this ability to produce playthings of improved 
quality at a commercial price by means of mass 
production which has been largely responsible for the 
development of what may be called utility-playthings. 
This is a strictly American development and has taken 
the playthings business quite out of the Santa Claus 
class, permitted the all-year-round manufacture and 
sale of toys and resulted in a more liberal expenditure 
of money by American parents. 

Some of these playthings are very easily recognized 


The Toy Train of Cast Iron Is Still Made, Mechanical Trains of Lithographed Tin 
Plate Are Still Wound with a Key, But the All-Steel Locomotive and Cars Run by 
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to playthings. The pressed steel wheel found instant 
favor. 

Now the equipment necessary for making of wire 
wheels, which were most popular just prior to the intro- 
duction of the disk wheel, cost quite a good dea] and 
this had the effect of preventing over-expansion of the 
industry through mushroom producers who had insuff- 
cient capital and were therefore most likely to upset 
commercial conditions. 

With the introduction of the disk wheel, large num- 
bers of metal-working plants were in a position to sup- 
ply, and did supply, steel wheels to all comers. The 
advantage enjoyed by the owners of wire wheel equip- 
ment vanished overnight and, as a consequence, there 
are several new makers of wheel goods already in the 
field. 

Prior to the war, when America bought most of her 
toys with a foreign label, the industry was not well 
established and was, so far as many metal toys were 
concerned, a by-product industry. Plants engaged in 
the conversion of sheet metal or tin plate would often 
produce a line of toys to take care of their waste and 
scrap. In many cases they sold the scrap to toy manu- 
facturers. 

But when the toy makers of Belgium, Holland, Ger- 


Electric Motors Mean Greater Sales to the Merchant and More Production for the 
Manufacturer 





as having an educational value. Among the first of 
this type of toy were the various styles of construction 
materials, usually made of stamped metal. There are 
now several makes of these construction toys on the 
market, and they have, in effect, continued the sale of 
wooden blocks up into the $50 class ard through the 
ages of fifteen or sixteen. 

The model machine shop which is illustrated at the 
beginning of this article is typical of this class of edu- 
cational toys. It is a practical and useful outfit, in- 
structive as well as entertaining. It is intended for 
“mechanics, tool lovers and their sons” and for “every 
boy under 90 who likes to make things.” There are 
several other miniature machine outfits on the market, 
representing bench drills, punch presses, lathes, jig 
saws, etc., and all practical as well as amusing. The 
range of metal products embraced in this educational 
class is very wide: tool chests, construction sets, minia- 
ture railroads, etc. It is in this group that the largest 
immediate growth may be expected and consequently 
the largest increase in metal consumption. 

With the educational group may be classified the 
various “model” toys. Some of these are literal off- 
springs of parent products, for a large electrical goods 
manufacturer makes toy motors—a phonograph plant 
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produces miniature phonographs, etc. Many of them 
are made by toy manufacturers and bear the name of 
the larger product. Sewing machines, automobiles, 
trucks, carpet sweepers, typewriter and kitchen uten- 
sil manufacturers have permitted this exploitation of 
their name for the advertising value it brings them 
in return. 

Another class of playthings which has expanded 
very rapidly during the last ten years has been the 
so-called pull-toys. These are the trucks, fire engines, 
tractors, dump-wagons, etc., which are pulled along by 
a cord. Where these were formerly made of litho- 
graphed tin plate, many of them are now made out of 
regular automobile black sheets, thus giving strength 
and durability which permits the toy to be used out- 
doors. They can be made larger and are steadily being 
produced in larger sizes. Derricks, hoists, bucket car- 
riers and other mechanical devices too numerous to 
mention have already been produced out of this heavier 
metal for sand-pile or outdoor use. 


Heavier Metal Used 


HIS trend toward heavier metal may be seen in 

many lines of the toy business. In the manufacture 
of electric trains, for instance, the better grade sets 
are made of much better and heavier material than was 
the case a few years ago. Cars and locomotives are 
made of sheets, the frames are punchings, wheels are 
die cast with nickeled steel rims, bearings are phosphor 
bronze, gears sometimes are cut from regular gear 
blanks by automatic gear cutters and all of the parts 
are made larger, stronger and heavier than was the 
case when the first electric trains rumbled around the 
dining-room floor on Christmas morning. 

There are just as many sets of lithographed tin plate 
as there were ten years ago, but most of the new busi- 


ness has gone to the makers of heavier and more last- 
ing playthings. Many toys and playthings of the Santa 
Claus type are now made of tin plate which formerly 
were made of wood. The wooden soldier has largely 
given way to the tin soldier, and the cast iron soldier 
has held his own. One of the largest producers of such 
toys uses every year large quantities of 20 x 28-in. tin 
plate for stamped playthings and the quantity is in- 
creasing every year. 


Outdoor Toys of Metal 


ETAL is being used more and more in outdoor play- 

things, too. The all-metal scooter and coaster- 
wagon are forerunners in this field. The output of 
skates, metal skis, sleds and what may be called juve- 
nile sporting goods takes more metal every year. The 
use of metal for automobiles, velocipedes, sidewalk 
bicycles (new this year) and all sorts of wheel goods 
may be expected to show a steady increase. 

With constant improvement in the machinery and 
methods of automatic machine production, the advan- 
tages of metal for playthings should be accelerated in 
the near future. Add to this fact a continued willing- 
ness of parents to pay $50 or more for playthings, and 
a rapidly growing population and it does not require a 
clairvoyant to see that the present retail value of 
$200,000,000 a year will soon be materially enlarged. 

Some 3000 lines of playthings will be shown at the 
great annual toy fair held in New York this February. 
It is a safe assertion that a larger proportion of these 
toys will be made of metal than last year, and that the 
year after that a still larger proportion of metal toys 
will be found. 

The phrase “more and better toys” is not a slogan 
of the manufacturers. It is the expression of a definite 
tendency in the industry which has a growing signifi- 
eance for those who make and work in metal. 








Mary Garden Polishes Off 


TTENTION to infinite details seems always to be an outstanding accompaniment of 
genius. Indeed it may be the foundation of genius. 

In preparation for her appearance in what is to be an operatic réle new to her, that 

of Charlotte in the opera “Werther,” Mary Garden has been taking lessons in the culi- 

nary art, since Charlotte is supposed to be a good German frau who is thoroughly fa- 


miliar with cooking. 


One might think that Mary Garden, with all her many years of wide experience on 
the stage at her back, would be able to carry out this new role without any such special 
preparation. But she feels that the end thoroughly justifies the means. For that rea- 
son she is willing to give such infinite attention to the details of her business. 


But the number of merchants who, though they are playing the réle of selling the same 
goods almost daily will not lift their hands or go a step out of their way to gather some 
real, worth-while information relative to those same goods, is almost legion. 


They never have the time to visit the factories where those goods are manufactured, 
though their paths may lie almost past the very doors. Life is too short for them to study 


the underlying principals of window and store displays. 


Scientific Merchandising ?— 


why, that to them is just a high-sounding phrase. They’ll let their competitor waste his 
time fooling around with it; but they guess that the selling methods which keep their 
fathers going will certainly more than suffice to keep their heads above water. 


But “let well enough alone” is not a motto, either, to make a successful grand opera 
star or merchant prince. Mr. Get-Up-and-’Git’ has the curiosity of a child and the deter- 
mination of a football player. He leaves no stone unturned which can in any way con- 


tribute to the sum-total of his selling ability. 


Be a genius in your line. Be thirsty for selling knowledge. 
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On Future Buying 


By A. C. Larowe 


HAVE read with much interest the articles 

upon the subject of Future Buying, particu- 

larly the one in HARDWARE AGE written by 
Saunders Norvell. 

All of these articles seem to foster the belief 
that not placing future orders for goods is a crime, 
and Mr. Norvell might as well have said that any 
retail merchant who does not buy his goods six 
months before he wants them has not brains 
enough to be a retail merchant and should get out 
of the game. 

I also notice that most of these articles are 
written by men who are jobbers or who are in- 
terested in the manufacture of merchandise, and, 
while I am only a retail hardware dealer in a 
small town and do not pretend to be a writer of 
ability, I do not like to see this important subject 
discussed by only one side; and while I may not 
be able to present the other side alone, I hope that 
some of my other retail friends who are capable 
will come to my rescue with future articles. 

In the first place, I want to ask my friend Mr. 
Norvell how many years he spent in the retail 
hardware business, and when? 

I also want to ask him if during that time how 


many of his farmer customers brought in their 


orders and handed them to him six months before 
they wanted the goods? 

I will acknowledge that this future buying stunt 
is a fine thing for the jobber and manufacturer, 
and I am not surprised that since the retailers are 
getting woke up and buying their goods as they 
need them and only what they need, that both of 
these parties realize that they are losing a golden 
opportunity and one that they have held for 
years. 

If I were a manfacturer I would like nothing 
better than to have enough orders from my retail 
friends to keep my plant going for six months 
ahead, and, by the way, in that case I would not 
have to worry about reducing my prices in order 
to get the business as I might have to do if I did 
not have all of these orders. 

When Mr. Norvell speaks of brains I will agree 
with him that a retail dealer does not need many 
to tell how the hay crop will be next year so he 
will know how much rope to buy for it this year, 
or how the wheat and oats will turn out next 


August in order that he can buy his twine now, 
and what kind of a radio will be wanted in six 
months from now in order that he can place his 
order right away, and in what style the women 
will wear their hair six months from now in order 
that he can know how many clippers he can buy 
now, and what the weather will be next summer 
so he can buy his ice cream freezers now. He has 
to have only brains enough to know all these 
things. And why? Simply because he is supposed 
to follow in the footsteps of the retailers of the 
past century and keep the manufacturers’ plants 
filled with his orders for six months ahead. 

But, on the other hand, if the hay crop fails or 
the wheat and oats are short, or radio should 
change or the ladies should happen to change the 
style of their hair, or the weather should be cool 
instead of hot—what then? He simply guessed 
wrong. It was his fault and all he has to do is to 
carry over the goods he bought until another year 
and wait for his prediction to come true or sell 
the goods at a loss to move them. That’s all! 

The retailers have invested their money in 
goods bought in this way for years and years, 
and I think it is time that my friend the manufac- 
turer took his turn at predicting for a while; and 
in case he should miss he might have a chance of 
carrying the goods over himself or lowering his 
prices in order to dispose of them instead of 
letting the retailer do it for him; and in case he 
had to cut some of his profits in order to keep his 
factory running by reducing his prices, no doubt 
the saving to the consumer would offset some of 
the expense of this hand-to-mouth buying that 
some think so expensive now. And how much I 
hear about the great loss the retailer is taking by 
being out of goods on account of his hand-to- 
mouth buying policy! 

I have just one thing to say on this subject: If 
the retailer will spend just one-half of the time 
he has spent in the past in making predictions for 
six months ahead and making out future orders 
for goods in watching his stock he will have no 
cause for being out of goods when they are called 
for, even if he buys in small quantities. 

It is the number of times that the retailer sends 
his dollar to market with a profit each time that 
will change the retail hardware dealer’s profits to 
a better showing next year. 








Loafing 
| CAFING, which really represents loss of money, cannot always be placed at the doorstep of clerks. 
Their superiors are partially at fault in not arranging so that sales people will have definite activ- 


ities to go about during their non-selling time. 


They regularly provide their telephone operator with 


a typewriter, so that she may keep busy even when the wires are not; but their sales people who 
are paid much more money are left to yawn and complain about their lots and their bosses (which is 
not healthy for them) when there are no customers. A store manual setting forth the expected activities 
of each person in the establishment will easily fix all that. 

As the old saying goes, “Man is not to live sleeping but to live working.” 
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failed me for the last time, so I decided to 
buy a washing machine and do my own. 

That night as Jim was smoking his after-dinner 
cigar, I broke the news. I expected to have him 
put his protecting arms about me and say, “My 
dear little bride, we’ll just wait ’til we find a bet- 
ter washlady; I wouldn’t have you soil your 
pretty hands for the world.” 

Instead of such tender protest, he merely said, 
“Sensible, m’dear, VERY sensible! Your Mon- 
day worries are over.” 

“Yes,” said I, “I’m going to shop the depart- 
ment stores tomorrow.” 

“Department stores!” repeated Jim. “Why, 
when I want a suit, I go to my tailor.” 

“And where are you inferring that I should 
go?” said I archly. 

“To a Hardware Store, of course.” 

And now it was my turn to be surprised. “Jim,” 
said I, “‘when I go into a Hardware Store I’m in 
nowoman’s land; I feel as out of place as if I 
were in the smoking compartment of a train. 
When I want a can opener or some nails I natur- 
ally turn to a Hardware Store, but you know a 
woman must have a lot of confidence in a washing 
machine. It’s a big step when she decides to aban- 
don Cornelia and shoulder the laundry bag by 
herself !” 

The little argument ended as most arguments 
do. We both stuck to our points verbally, and 
next morning I went into a neighborhood house- 


(| sited me my dusky washerwoman, had 








Marguerite 


Goes 
~A-Shopping 


When the Laundress Fails, 
Where Does Milady Buy 
Her Washing Machine ?— 
At a Hardware Store, of 


Course 


furnishings store and asked to see the washing 
machines. 

A young boy showed me the three machines 
they had, and when he felt the inadequacy of his 
remarks he said, ““Won’t you come back at 1:30 
when the clerk who understands wash machines 
will be here?” 

Before I left, however, I decided to look at ice 
cream freezers, and the boy said, “I’m sorry, 
Madam, but they’re all packed away.” 

“How do you expect to sell any?” I asked. 

“Oh, they don’t sell in winter,” was the as- 
tounding reply. And I had figured on ice cream 
as my dessert for the winter entertaining I had 
planned. Somehow his reply only made me more 
insistent on getting a freezer, but I said no more 
on the subject. 

Very reluctantly I returned at 1.30, but the 
star clerk was busy with a customer and I was 
asked to wait. Finally the boss.came up and ex- 
plained that the only man who knew much about 
washers was busy selling furniture but would be 
through in a little while. 

Next a girl enlarged upon Mr. Schlau’s remarks 
until the son came up to add his word. In des- 
peration I asked him if he would kindly open the 
top and explain the working principles. 

“Now this one,” said he, “is all copper lined,”’ 
but when he opened it there was no such thing. 

“Could you attach it?” I inquired. 

He looked surprised and spent the next few 
minutes searching for a plug. 
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“Never mind,” said I. “My husband may be 
in with me Saturday evening and perhaps you'll 
find the plug by then.” Needless to say I never 
went back. 

Christmas found me visiting in a neighboring 
city, and out of curiosity I went into another store 
where a rather lazy but good natured gentleman, 
who didn’t carry washing machines, advised 
me to go up the street to his more progressive 
neighbor. He was apparently relieved to escape 
my further intrusion upon his complacent reveries 
while his competitor was capitalizing on his in- 
dolence. 

Back home again, I determined to give Jim’s 
plan a trial and then try something else. I was 
weary of poor service and anxious to get into a 
real store where salesmen were eager to explain 
and demonstrate. 

I went into the branch store of Nicholas Hard- 
ware in Oak Park, and immediately I was im- 
pressed with the immaculate cleanliness of the 
floor and the neat and orderly arrangement of 
merchandise. Everything was out where I could 
see it, either on tables or in display cases, and the 
clerks were so courteous and helpful that it was 
just like entering a private home. Somehow, 
though I came from way across town, they made 
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me feel WELCOME. I didn’t have to ask Mr. 
Lamb to lift the lid or attach the machine. Plugs 
were handy and he made use of them. He pains- 
takingly explained the difference between oscillat- 
ing, cylindrical and vacuum; he patiently told me 
about the simplest devices on the wringer. All 
three kinds sounded so fool-proof and wondrous 
from his magic tongue that I couldn’t come to a 
decision, but very deftly he singled out the best 
machine for my use and we came to the same con- 
clusion simultaneously. 

By this time my clothes hamper was full to 
overflowing and bulged on all sides, but Jim was 
so proud of winning our argument that he helped 
me use my new machine. He says that I ought to 
get a commission for sending all my friends to 
Nicholas Hardware. I have become a real booster, 
for it was a revelation to me to find that a hard- 
ware store can be so clean and attractive and have 
such courteous clerks. Also—I might add—lI 
bought that ice cream freezer I had been worry- 
ing about. 

So quaff with me this cup of ale— 

Before the New Year’s on the wing; 

Let’s breathe a toast to Hardware Stores 

That more Marguerites their praise may sing! 








The O. H. E. 


A few stanzas on the thing we call “Over Head Expense” 


What a heap of fun in business 

There would be if it were not 
For that thing which hangs above us 

Like a sword all set to swat; 
What a joyous occupation 

Every trade on earth would be 
If—it wasn’t for the burden 

Of the— 

O. 
H. 
E. 


What a lot of satisfaction 

From all business we might get 
If—our good friend, Mr. Hoover, 

“Simplified” the alphabet; 
If—he’d only take his pencil 

And erase the letters three— 
Making up the heavy burden 

Of the— 

O. 
H. 
E. 


But we’ll never be without it, 
It’s a burden we must bear, 
A deduction we must figure 
From our profits, for it’s—there! 
Hanging like a sword above us; 
Though we wish it to the d 
We cannot escape the burden 
Of —, 


HA. 
E. 


’ 





Yet—tthere is a heap of pleasure 

And a wad of profits, too, 
To be found in every business 

If—we take the proper view; 
If—we just keep turning over 

Stock and smiles we’ll surely see 
How to overcome the burden 

Of the— 

O. 
H. 
E. 
WILLIAM LUDLUM. 
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Christmas Cards 


By Saunders Norvell 


HRISTMAS cards—all kinds of cards 
from all kinds of people—artistic 
cards, beautiful cards, summer scenes, 
snow scenes, sacred cards, serious 
cards, funny cards, cynical cards. 
What fun to open them and what a 
pleasure to think of the senders who thought of 
us at Christmas! The letter carrier may not 
think so, but the Christmas card is a delightful 
national and international institution. It is one 
of the best features of Christmas. These little 
cards give much pleasure, comfort and consola- 
tion without harming any one. Some Christmas 
presents bring with them an element of regret; 
we wonder if the sender could afford them. Some 
place us under an obligation. However, the 
Christmas card has no such regrets. It is simple, 
direct and spontaneous—just an expression of 
good will. 





* * * * * 


Some of these cards indicate much careful 
thought and preparation. A number are pictures 
of the homes of friends—pictures that bring pleas- 
ant memories of hospitable entertainment—homes 
by the seashore—actual pictures of homes almost 
buried in snow. One beautiful card is an original 
poem done by the author in colors on parchment, 
just as those the old monks worked in the monas- 
teries in the Middle Ages. What time and skill 
it took to produce this card! No mass produc- 
tion here—a real, individual greeting—love and 
tenderness in every letter—a reminder of the old 
days before the time of machines, before printing, 
when good work bore the marks of the hands of 
men and women—individuality, personality, 
something that makes us pause and linger in these 
days of machine work and mass production. 

co a * * * 


Then a folder of rough-edged paper, old-fash- 
ioned type, and an ancient cut of a figure drink- 
ing at a fountain. A poem, “A PILGRIM’S 
GRACE.” This poem is worth while. To purga- 
tory with the editor!! Here it is: 


“Give me a good digestion, Lord, 
And also something to digest; 

Give me a healthy body, Lord, 
With sense to keep it at its best. 


“Give me a healthy mind, good Lord, 
To keep the pure and good in sight; 
Which, seeing sin, is not appalled, 
But finds a way to set it right. 


“Give me a mind that is not bored, 
That does not whimper, whine or sigh; 
Don’t let me worry overmuch 
About that fussy thing called ‘I.’ 


“Give me a sense of humor, Lord, 
Give me the grace to see a joke; 
To get some happiness from life, 
And pass it on to other folk. 
ee Bh Aa 


Doesn’t it beat 


Now, isn’t that poem a peach? 
an installment purchase? 
* 


& ok K * 





I am growing old, but I am not too old to be 
shut off the list of some of my artistic friends. 
One of them, a cartoonist with international fame, 
may have ideas and originality, but he certainly 
lacks reverence. In his spare moments, when he 
is not lampooning the great actors, politicians, 
statesmen, bootleggers and others in the public 
eye, he amuses himself making wood cuts. Every 
vear he sends me a Christmas cartoon done in the 
form of a wood cut. They have all been original 
—unusual—but this year he outdoes even himself. 
I wish there were time to reproduce this card, 
simply to shock some of those bootleggers who 
went to the Atlantic City convention, but let me 
attempt to describe it. 

*K *K *K *K K 

It is a scene in a cemetery. There are grave- 
stones all over the hills. In the foreground there 
is a grave with a large headstone. On this stone 
is the name of the cartoonist. Over the stone is a 
willow covered with the usual trimmings of a 
Christmas tree. In the distance on the hills over 
the other tombstones are other Christmas trees. 
Flying in the air, in the upper left-hand corner of 
the picture, is the figure of Gabriel, dressed in a 
night-shirt, with big wings. In his left hand he 
holds a long trumpet which he is blowing, while 
in his right he holds a bell which he is ringing. 
So far this is not so bad. We could stand for 
this—but here is the limit: Rising up half way 
out of the grave at the foot of the headstone is 
a very excellent likeness of my friend the car- 
toonist. He is evidently coming up. He is smil- 
ing broadly. To his nose, however, he holds the 
thumb of his right hand while his four remaining 
fingers are apparently wiggling at the Angel Ga- 
briel!! We cannot approve of this card. We dis- 
approve of it—but we are sending it out to be 
framed to hang in our office!!! 

* * * * 4 

There is another card from a Western banker. 
The sentiments on this card are all ennobling and 
they are beautifully expressed. This card has a 
gold edge and is printed in solid gold. There is an 
eternal fitness in things—a card from a banker 
printed in gold! The sender of this card has the 
reputation of being one of the shrewdest bankers 
in the country. Recently out West in a certain 
city there was a very bad failure. A lot of banks 
were stuck for very large sums—no, no, not Fes- 
tus. He collected his money one week before the 
financial undertaker arrived. Yes, yes, Festus, 
you can afford to send out a card printed in gold!! 

°K *K * **K * 

This gold card reminds me—lI was doing busi- 
ness out West. One day one of our stenographers 
came to my office dressed in black. Said she— 
“Mr. Norvell, will you cash a check for me?” 
“Certainly !”’ I answered. She laid a check on my 
desk. It was for $12,000. “Well,” I remarked, 
“IT do not happen to have just this much change 
in my pocket at the moment, but have a chair.” 
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“You see,” she said, “this is the check from the 
insurance company for my father’s life insur- 
ance.” ‘But why don’t you deposit it in some 
bank?” I inquired. “I never had a bank account,” 
she answered. “I do not know how to make a de- 
posit.” “You are Catholic, aren’t you?” I asked. 
“Yes,” she replied. ‘“‘Well, then, I think you had 
better take this check down to Festus and he will 
tell you how to deposit it in his bank. You see,” 
I added, ‘‘Festus takes care of all the Catholic 
money in this city and you might as well let him 
have your money in the start because he will get 
it eventually, if not now!” So she picked up the 
check and departed for the institution of Festus. 
I called him up by telephone, advised him that 
$12,000 was on the way and asked him to please 
initiate the young lady into the mysteries of open- 
ing a bank account. Festus remarked over the 
telephone that I was using my usual excellent 
business judgment!! P. S.: Desposits will al- 
ways be safe with Festus!! And now he sends 
out gold Christmas cards!!! 
* *K *K * 

Another Christmas card comes from a bank in 
the: form of a Christmas letter. It is the largest 
bank in the United States. Their deposits are 
the greatest of any bank in the world. Their 
financial operations cover the entire earth. Please 
note the following letter: 


“With the approach of the new year, we wish to express 
our appreciation of the confidence you and your associates 
have shown in us, and to thank you for the business you 
have entrusted to our care during 1925. 

“Your loyal support we feel is one of our strongest as- 
sets, and it is our hope that we may long continue to 
enjoy it. 

“With the Season’s Greetings and best wishes for a suc- 
cessful New Year, we remain, 

“Cerdially yours, etc.” 

Please study this letter. Now, if we should 
happen to withdraw our valuable patronage from 
this bank, it is barely possible that they would 
go on doing business just exactly the same at the 
old stand! I do not believe any of their directors 
would make any remarks about the decrease in 
the amount of their deposits! Let us face the cold 
fact that our account with this bank, in propor- 
tion to their other accounts, is just about as im- 
portant as a grain of sand on the nose of the 
Sphinx! Nevertheless and notwithstanding, they 
write this letter and it is not a circular letter. I 
turned over the page and I could see where the 
periods are punched through the paper. Besides, 
it is signed by a leading officer in the bank. 

od * * * * 


Do please study this letter again. Note how de- 
lighted they are at our confidence in them. Get 
that touch—not a word about their confidence in 
us. Of course their confidence in us is taken for 
granted, but they are sure delighted at the open- 
ing of the new year to know that they have our 
confidence! Then also note that one of their 
strongest assets is our loyal support. That’s fine! 
We would like to trade this asset for some of the 
other assets that are stored in their steel vaults— 
but, laying joking aside and writing seriously for 
a moment, from a business point of view, isn’t that 
a nice, tactful letter? There is not a suggestion of 
the favors they have granted us in the past and 
that we were very glad to have. They do not re- 
mind us of these favors—not a thing about what 
they have done for us—but everything about how 
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good we have been to them. I am quoting this 
letter from the greatest financial institution in 
this country simply because I think, in its tactful- 
ness and brevity, it is a model business letter. Of 
course I know that some of the smaller banks in 
the country are too busy to write letters just like 
this, but somehow the officers in this largest bank 
in the world always seem to have time. There is 
a good deal of food for reflection in this little 
story of the Christmas letter from a bank if all 
of us will take time to think out the moral of the 
story. How many of my readers, for instance, 
doing a large business or a small business, have 
taken the time and trouble to write a few words 
of appreciation at the end of the year to their cus- 
tomers? Think it over. 
* * 7 K * 

Here is another Christmas card. I never re- 
ceived one exactly like this before. It is from the 
radio station “EDG” of Dayton, Ohio. They ask 
me to tune in on Christmas Day and they will tell 
us all about their Christmas greetings: 

“On Christmas Day, from early morn until the darkness 
falls, you’ll get a lot of messages—you’ll have a lot of 
calls. But cards and letters, even calls, are now somewhat 
passé—the RADIO supplants them all, the real modern 
way. 

cand so when Christmas time comes round and snug at 
home we’ll be, my wife and I will BROADCAST you from 
STATION EDG. 

“And all the things we wish for you, come weather foul 
or fair, if you’ll tune in on Christmas Day, you’ll find are 
ON THE AIR.” 

To me the radio is still the most wonderful 
thing in the world. I can grasp some things, but 
to my mind the radio is still a mystery. Every 
time I listen in, I feel like the farmer who saw 
the giraffe for the first time. He looked at it hard 
and long and then remarked: “There just ain’t 
no such animal.” 

* * * * *K 

I eculd write a lot more about Christmas cards 
I have received—not only from bankers, mer- 
chants and children, but also from a lot of my old 
boys—traveling salesmen I have worked with for 
years. How well I remember their handwriting! 
How happy it makes me to hear from them! But, 
as I dictate these lines, I pause and think of a 
Christmas greeting that will never come again. 
Dear old Finch! After traveling for fifty years 
on one territory in Texas selling hardware for one 
house, he has started on a long journey alone, leav- 
ing his catalog and samples behind. What memo- 
ries come back of the old days! 

* * 

H. M. Finch was one ‘of the strongest, noblest 
characters I have ever known. When, as a young 
man I was made Sales Manager of The Simmons 
Hardware Company, the first thing I had to do 
was to get into trouble with Finch. He came to 
St. Louis and Mr. Simmons, Finch and I went 
to the mat in Mr. Simmons’ private office. The 
whole excitement was about mail orders. I was 
trying to develop a mail order business with 
Finch’s customers. Finch was in doubt about my 
methods. He was not sure they would suit the 
Texas trade. Finally Mr. Simmons said: “Now, 
look here, Finch, you are a broad-minded man. 
In this difference I am sure you are honest. I 
also feel that Norvell is honest. There is simply 
an honest difference of opinion between you. 





_ 


(Continued on page 72) 
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What Is Market Saturation Point 
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in Hardware Retailing? 


A New Sales Policy That Is Helping the Trade 


By Henry Frommes 


ness, depending upon small profits and 

big turnover, hardware dealers along 
with other retailers have caught up the idea as a 
sure route to success. So much so that there is 
now apparent a realization in the retail end of 
the trade that there is such a thing as limited 
market and variety in commodity which works 
directly against the average dealer in hardware 
and accessories. 

So apparent is this that the trade is undoubted- 
ly on the turning point and wise hardware men 
are giving careful study to the possibilities of 
testing out their local market saturation and 
striving for larger sales per customer at resultant 
lower cost per sale than in aiming for the system 
that has sold chewing gum. 

The retailer hardware dealer simply hasn’t the 
opportunity and he hasn’t the machinery to aim 
for such sales. It is not more customers that the 
average dealer needs today so much as it is a 
proper gage of his potential local market and a 
sincere endeavor to sell more goods to the num- 
ber of customers he already has created. 

This is rather a complex principle of merchan- 
dising but it can be simply stated and the purpose 
of this article is to analyze it fully. A consider- 
able number of hardware dealers have agreed 
with the writer in the contention that they have 
not reached the saturation point by 60 per cent 
and that it is easily possible to advance this point 
and highly profitable to do so. 

There are many contributory causes that make 
such a retail hardware sales policy desirable— 
almost essential. These causes exist in nearly 
every locality and they are forcing the trade into 
new lines of attack which are interesting to 
watch. 


W ve: the pace set by certain lines of busi- 





In making even a simple survey of the dealer’s 
logical trade region, the best plan has been found 
to include, at the start, reliable reports on: 

(a) Possible total number of customers 

(b) Average household income, necessarily 

speculative and estimated from previous 
knowledge of present buyers 

(c) Present demand for goods, as to price, 

type and quality. 


Arriving at Saturation Point 


One dealer with whom the writer is acquainted, 
after deciding upon reasonably reliable figures as 
above, found that there were fairly 2600 possible 
customers in his region with an average family 
income of $2800. His total sales in 1924 ran ap- 
proximately $47,000. His books and records re- 
vealed a total of sales made to that extent. He 





has two active competitors who, he estimates, do 
each 25 per cent less gross than he does, over the 
vear. He classifies his region as able to absorb 
stock to the value of $200,000 a year with a natur- 
al annual increase of about 12 per cent. He be- 
lieves that he and his competitors have been get- 
ting about half the probable expenditure. 

Where did the rest of this trade go? 

Of course, a lot of it went “down town’’—his 
being an outlying shop, and some of it drifted to 
other outlying though adjacent regions for a 
variety of causes. On the other hand, this dealer 
has enjoyed a certain small amount of trade from 
buyers considered out of his neighborhood as a 
result of his special and general advertising or 
for other special reasons. Yet, in this particular 
case, there was $75,000 to $100,000 worth of 
business, gross, to be gotten before this dealer’s 
region reached the “saturation” point. Under 
such circumstances, the trade is looking rightly 
for ways and means to increase the average sale 
as a means of getting the most out of their local 
markets at the smallest cost. The trade has come 
to count successes or failures to crowds—by num- 
ber of sale units and, to a degree, to annual sales 
volume or total stock turns. 

That is proper enough if you have accounting 
in mind. But not in the case of sales achievement. 
Your annual gross, for instance, may easily con- 
sist of too many small sales and your selling costs 
and operating costs may cut down your net at the 
end of the fiscal period. It is surprising how 
many, dealers insist upon talking in terms of 
gross sales rather than in net profits in apprais- 
ing their annual turnover or earnings. 

The sales promotion committee of the National 
Wholesale Grocers’ Association are able to give 
the trade some worth while ideas on this subject 
of increasing the sales unit as a means of raising 
the net profit margin. Grocers all over the coun- 
try are now committed to a set policy of merchan- 
dising along this line and it is believed to hold the 
answer for many handicaps which now hinder 
the retail end of the trade. The committee recent- 
ly cited an instance of one grocer who increased 
his daily sales volume by 300 per cent merely by 
increasing the purchases of the customers already 
on his books. 

How It Can Be Done 

It is well enough to maintain that the dealer 
must increase the sales unit in order to better 
meet increased operating and capital charges— 
that he must sell more goods to each buyer than 
that buyer has been buying, rather than to go out 
after new customers as he does so often. Each 
one must to a great degree study his own region 


‘and work out his own details. But there is some 
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general information as to how this is to be done 
readily available. 

There can be no question but what the first line 
of attack in this procedure must be the sales force 
whether it is small or large. In theory, at least, 
every sales person in the retail end of the trade is 
expected to sell each customer all that he or she 
can by honest and fair methods; but we all know 
what a pitifully small number of them do this. 
Yet, it is generally agreed in the trade, where the 
matter of selling has been worked out at all, that 
the first and most direct route to an increased 
sales unit is “on the floor’ of the shop. In inspir- 
ing selling effort, one’s mind turns immediately 
to bonuses, commissions, prizes. But who hasn’t 
at some time or other tried out all or most of 
these ideas and met with the numerous draw- 
backs that go with them? | 

It would seem that the dealers who have been 
most successful in increasing the sales unit— 
among customers already on the ground and in a 
buying mood—are those who have employed 
people who are naturally sellers and who are suf- 
ficiently interested to sell and willing to sell and 
who take a certain amount of pride in their rec- 
ords. And by paying them well. Now, this may 
sound a little hackneyed; but it isn’t. Dealers to- 
day are hiring clerks, giving them little if any 
training, no inspiration whatever and supervision 
of the loosest. The argument is as old as the hills. 
But anyone calling on the trade in a selling capa- 
city knows that, old as it is, and as much as it has 
been preached, it is the one spot in the trade to- 
day that offers the greatest opportunities. Not 
one sales person in 50 is anything more than a 
clerk—an order taker, a changemaker. Let us say 
that the payroll of a shop is $100 a week, charged 
against selling expense—and you might think 
that too stiff. I am willing to bet that by spend- 
ing, instead, $250 a week on picked sellers or in 
training the men you have to sell you can double 
the average sales per customer without adding 
another customer to your business. It is a true 
saying that “‘one customer in the store is worth 
ten up the street.” 

The second line of attack in order to get the 
most of any region’s potential buying power is in 
promotional advertising and publicity of various 
kinds and by the alertness of the dealer in know- 
ing what he ought to get from the potential 
around him. But, if the first line of attack is 
weak, what’s the use of retreating to the second? 
What good is it to increase your customers from 
200 to 500 at considerable cost if you are going to 
have to add selling and operating expense to en- 
joy the same small net? 

No one can argue against the increase of buy- 
ers as a healthy sign of business development, but 
too few recognize that a store may easily suffer 
from too many customers, improperly handled 
and at too high a cost. And there is scarcely a line 
of retail business in the country to which this 
principle doesn’t vitally apply, from thousand 
dollar furs to twenty cent kitchen utensils. 

Most retailers in the trade have a certain feel- 
ing of security when they build up their business 
to cater to crowds. But crowds often spell success 
falsely. At the end of the year the feeling of 
security is apt to prove illusory. 

No one can hope to get all of the business in 
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his locality nor will he ever be likely to get it; but 
there is nothing to prevent him striving for it. 
Market saturation is a point which few retailers 
ever reach. But the most reasonable pathway to 
that happy stage is through a concentrated effort 
on the customer towards bigger sales of the most 
profitable goods. And while it is true that mer- 
chandising methods in the trade are too often de- 
signed to bring a great number of buyers out 
after a special, advertised article, or after an ar- 
ticle much in demand, the progressive dealer will 
take advantage of the situation to sell a great deal 
more than he has advertised. 

And here, we think, is the real secret of in- 
creasing the sale unit. In: 

I—By suggestion, selling goods other than 
those called for, by display and argument. 

II—By doubling or tripling the order, through 
suggestion. 

III—By calling attention to relative lines. 

Try this experiment, if you haven’t done so: 

Spend a week or two in active selling, with the 
sole idea of selling each customer more than he 
comes in to buy at the time. Do it, if you must 
neglect other work. Use the results as a demon- 
stration to your sales people. A score of selling 
tricks come to the mind of the man with sufficient 
interest in selling while he is on the job. Pretty 
soon, these selling ideas can be absorbed into your 
store policy so that they will stick and so that 
even new sales people will get the idea and in- 
stinctively follow it. 


Seventy-five Per Cent Must Be Sold 


In calling on the retail end of the trade, I have 
been impressed with the average dealer’s pro- 
pensity to give his entire line about the same 
amount of sales pressure. It is very doubtful 
whether there is a definite demand for more than 
25 per cent of any present day stock, that is, 
goods that can be sold without any extra effort or 
outlay in promotional selling. And it appears to 
be also true that the most can be gotten out of 
any local market, with a limited saturation point, 
by pushing the other 75 per cent of the stock that 
will not move normally unexploited. And to 
whom should these goods be sold if not to the cus- 
tomer already inside your door? 

I make the point that every retailer in the 
trade knows pretty well what the common sense 
methods of retailing selling involve—they need 
little advice on the subject from their competi- 
tors; but they do need the necessary inspiration 
to apply these accepted principles of increasing 
sales unit to increase turnover and net profit. 
Location and other natural factors may influence 
the success of any store to a great degree, but it 
nearly always is found that the dealer pays in 
proportion to such natural advantages in a higher 
overhead and that, after all, he must fall back on 
some sensible and fully applied plan of selling in 
order to realize on his market. So much has been 
written and said of the necessity for salesmanship 
that I avoid the subject as to ways and means. 

Trade associations all over the country have 
taken up this idea of intensive selling—of first 
surveying local saturation point, finding out the 
purchasing ability of customers already on hand 
and then raising their expenditures accordingly. 
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Let Us Hear from You 


E present herewith 
letters dealing with 
the Hardware Clerk, evoked 


in response to the query, 
“What Is Your Greatest 
Problem ?” 


The problem of efficient 
clerks is a serious one, and in 
these letters hardware mer- 
chants will find food for much 
sober consideration. 


HARDWARE AGE wants to 
hear more from its readers on 
this subject, for it is a vital 
one affecting the welfare of 
the entire hardware business. 


We will pay for all solu- 
tions published. 











The Boss Partly Responsible 
for Clerk’s Inefficiency 
average boss 


66 ERHAPS the 
would consider me too young 


and inexperienced to enter this 
discussion of inefficiency of hardware 
clerks. However, if one puts in years 
enough in the game he can’t help learn- 
ing at least a little of how things are 
run in his particular store. Having 
worked in but one hardware store, my 
knowledge of the clerk problem as a 
whole is mostly confined to my own job 
and I am sure I can’t see it all as some 
bosses can. 

“From my experience I would sug- 
gest that the boss get a little closer to 
the employee, check up on his sales and 
sales ability and if he finds the clerk is 
worthy, give him some responsivuity; 
if he isn’t worthy then the boss should 
rid himself of the responsibility of 
having him around. 

“Pay the clerks a fair weekly salary 
and put them on a commission basis, 
and” as F. R. H. says in the Nov. 26 
issue of HARDWARE AGE, “they will also 
find, I am willing to wager, that some 
of their formerly poorest paid help 
will be drawing the largest commis- 
sions.”” I am sure that F. R. H.’s state- 


ment would hold true in many stores, 
the one where I am employed at any 
rate. For instance, we have three clerks 
on the floor whose average weekly sales 
are: No. 1, $180; No. 2, $270; No. 3, 
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Readers Discuss the 
Hardware Clerk 


$300, while the weekly wages are about 
$35 for No. 1, $25 for No. 2 and 23 for 
No. 3. These figures of course are not 
correct, but the ratio is O.K. If the 
boss were to put these three men on 
commission, clerk No. 3 certainly would 
be drawing the largest commission, 
which would be as it should be. May 
I also say that clerk No. 1 has been 
employed about twelve years, No. 2 
about four years and No. 3 about seven 
years. Of course I understand that 
this case is but one store, but if it is 
true in one, why not in others? 

“The trouble with most bosses is that 
they don’t want to pay what good men 
are worth and are kicking because the 
$25 men aren’t worth $50. There are 
plenty of high grade hardware men to- 
day, but they can’t be hired for $18 per 
any more. Most of the bosses are get- 
ting out of their clerks all they pay for 
and more in many cases. 

“The sooner they come to life and 
will pay worthwhile wages and com- 
mission the sooner they will get worth- 
while help, but I can’t see how they will 
before. (Signed) 

“Another Man Behind the Counter.” 





No Set Formula for Efficient 
Clerks 


oy 1 HE letters that you are pub- 
lishing entitled, ‘The Hardware 
Clerk as the Boss Sees Him,’ 
are very interesting indeed. 

“In our opinion there is not any hard 
bound rule that will apply in all cases 
to increasing the efficiency of clerks, 
as there are so very many different 
dispositions among them, and the meth- 
od applied to increase the efficiency of 
one salesman would not work well with 
some other salesman, therefore the 
heads of the departments should. study 
out for themselves the method that 
would be best suited for handling each 
employee. 

“We employ about 25 people in our 
organization including our office force, 
road men, etc., and we don’t know of 
any two in our organization who are 
alike. Of course there are some things 
we all have in common and everyone 
knows the method to use in that case. 

“Some must be told positively what 
to do in order to get the best results. 
Others to get the best results must be 
appealed to in an entirely different 
way. It is therefore largely up to the 
manager of the house and the heads of 
the different departments if they ex- 
pect to get the most efficient service out 
of the help to study the individual dis- 
positions separately.” 


(Signed) J. E. C. 





Employer’s Responsible for 
Clerk’s Inefficiency 


NOTE with a great deal of interest 

pages 28 and 29 of your issue of 
Nov. 5, devoted entirely to hardware 
clerks. This is a subject that I have 
given very serious thought. I have 
been in the hardware business or 
c'osely allied to it all my life, behind 
the counter, in the office, and on the 
road, so I feel that I am in position 
to offer a bit of constructive criticism, 
and here goes. 

Selling, boiled down, is creating a 
desire for your merchandise. Good 
salesmen can be had in only two ways, 
buying them from someone else, or 
creating them yourself. The first is 
rather expensive and unsatisfactory. 
The latter is my soiution. 

Practically all the letters published 
deal with the inefficiency on the part 
of the clerks when they should deal 
with the inefficiency on the part of the 
management. Usually boys or men 
without experience are taken in as 
clerks and expected to develop over- 
night into A-1 men in a business that 
is highly technical, witnout any effort 
on the part of the owners or man- 
agers. Such things have happened but 
not as a rule. Many of these clerks 
have ambition and if they were prop- 
erly helped and encouraged would de- 
velop into good men. 

In the more recent past the writer 
has been on the road with a line that 
is handled by practically all hardware 
stores. This line requires more knowl- 
edge on the part of the clerks than 
nails, horse shoes, barbed wire and 
bolts. It was part of my job to try 
to educate the clerks as I went along. 
My plan was to first get permission 
of the “boss” to take up some of his 
men’s time so that I might display and 
demonstrate my line. After “selling” 
him the idea his permission was usually 
granted, but, oh, so reluctantly. I 
have even had them to assume an an- 
tagonistic attitude. They do not, as a 
rule, want their clerks to be shown 
anything. Even though my line was 
highly advertised, well known, and well 
liked, I have never yet had a dealer 
to ask me if I would mind bringing my 
samples around after supper and go- 
ing into it with his men who did most 
of the actual selling, when I would 
have jumped at the chance rather than 
sit around the average small town hotel 
lobby or attend the village movie. 

So, Mr. Dealer, if you want good 
clerks, show some interest in them and 
get some of your salesmen friends to 
drop in once in a while at night to 
talk to them. 

W. C. H. 
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Nine Links in This Hardware 
Chain 


URING the past few years there has been a tremendous growth of the chain 
store idea in practically every line of retail merchandising with the excep- 
tion of furniture, jewelry and hardware. The grocery line was probably 

the first, with retail drugs a close second, to feel the influence of widespread chain 
store competition, and innumerable instances may be found of formerly prosperous 
individual stores in those lines which have vainly battled for their continued suc- 
cessful existence. Later came cigar stores, 5 and 10 cent stores, shoe stores and 
still more recently department stores, the latter sometimes offering complete hard- 


ware lines. 


Arguments against the economic value of chain stores and plans to circumvent 
their power have been many, but in spite of this more or less determined opposition, 
chain stores have continued to expand and multiply. 


In view of the rapid growth in the activities of chain store merchandising, it is 
somewhat remarkable that exclusive hardware stores have not been drawn into a 
similar organization before now. Of course there are several instances, scattered 
over the country, where some individual man or company has owned and operated 
two or more hardware stores, but up to date few if any of these have been run on 
a truly chain store basis. 


However, from the Middle West comes the announcement of the recent forma- 
tion of what is probably the first real chain of hardware stores. Nine old estab- 
lished stores, six located in Kansas City, Mo., two in Kansas City, Kan., and one 
in North Kansas City, Mo., entered into the new combination, which is known as 
the Anchor Hardware Stores Co., each store exchanging its merchandise at actual 
inventory value for shares of stock in the new corporation. The original proprie- 
tor of each store remains in charge of his store as active manager, but the store is 
actually owned by the holding company, each of the nine men sharing in the prof- 
its in direct ratio to the value of the store before the consolidation. 


The nine stores which entered the combine are: J. H. Anderson, 2606 East Thir- 
ty-first Street, Kansas City, Mo.; W. H. Bray, 13803 East Sixty-seventh Street, 
Kansas City, Mo.; J. C. Endicott, 7438 Broadway, Kansas City, Mo.; John C. Long, 
3845 Prospect Ave., Kansas City, Mo.; John Manning, 5018 St. John Avenue, Kan- 
sas City, Mo.; J. F, Ward, 3035 Main ‘Street, Kansas City, Mo.; M. J. Manning & 
Sons, 1708 Central Avenue, Kansas City, Kan.; Monahan & Grimm, 3416 Strong 
Avenue, Kansas City, Kan.; M. A. Bartels, North Kansas City, Mo. 


At the original meeting of the stockholders, R. E. Manning was elected president, 
John C. Long, secretary and purchasing agent; W. H. Bray, treasurer; J. H. Ander- 
son, advertising manager, and John F. Ward, J. C. Endicott, Thomas Monahan, 
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John Manning and M. A. Bartels, directors. 
The central headquarters of the company are at 
the store of Mr. Long, and he, with an assistant, 
does all of the buying. Mr. Anderson, as adver- 
tising manager, also with an assistant, has charge 
of all the window trimming in the nine stores and 
is responsible for a display advertisement run 
each Friday night in the local newspapers. In this 
advertising at present the individual names and 
addresses of each store appears, but it is planned 
to discontinue this practice as soon as the public 
becomes more familiar with the new name and 
the telephone directories list “Anchor Hardware 
Stores Co.” In order to speed public acquaintance, 
500 post cards are mailed each week in the terri- 
tory of each store calling attention to the next 
newspaper ad. 

Each of the component stores is now known as 
the Anchor Hardware Store and new signs, all 
identical in lettering and coloring, have replaced 
the old individual ones. A uniform plan of store 
arrangement and merchandise display is grad- 
ually being worked out in all of the units. A meet- 
ing of the officers and directors is held, in each of 
the stores in turn, each Thursday night, at which 
specials for the following weeks advertising are 
decided upon and the merchandise requirements 
for the separate stores turned to the purchasing 
agent. By holding the meetings at the various 
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stores, ample opportunity is afforded for the en- 
tire group of dealers to study the operation, con- 
duct and weak points of each unit and suggest 
changes. 

The new corporation has only been in existence 
since the first of October, hardly long enough to 
give the plan a fair trial, but the members of the 
chain are optimistic. They claim that, without 
in any way destroying the public’s confidence in 
the individual stores by removing the personal 
element in the management, the consolidation 
makes possible the use of newspaper advertising 
space, which formerly was prohibitively expensive 
for the separate store; it gives the stores a greatly 
multiplied purchasing power, opens up new sources 
of supply, makes quantity buying possible and 
gives the new organization a credit rating of over 
$300,000. In addition it gives a systematic and 
efficient supervision of the window trimming, 
store arrangement, merchandising display and, 
what is even more important, credit extension and 
collection methods. In short, it puts into each of 
these nine midwestern hardware stores many of 
the advantages that have made chain store mer- 
chandising in other lines successful and at the 
same time effectively discourages the possibility 
of any outside interests later starting hardware 
chain stores in competition in that territory. 








New Trowel Has Patented 
Tang 


A patented spiral tang that locks to 
gether the blade and handle is a 
feature of a new type of bricklayers’ 
and tilesetters’ trowels being made by 
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Henry Disston & Sons, Inc., of Phila- | 


| Blvd., Detroit, Mich., has placed on the 
market for 1926 an improved outboard 
outstanding feature of 


which is the Dual ignition system, both 
battery and magneto ignition, designed 
to give the advantages of each type, 





Compound,” a feature of which is its 
extremely high boiling point, which 
takes but one application to an auto- 
mobile radiator for the entire season. 
By using this solution the water sup- 
ply can be replenished as often as de- 
sired but the solution will remain in 
the radiator until it is withdrawn, as 
long as the connections do not leak. 





Two New “Holdtite”’ Brackets 


Two new brackets, Nos. 466 and 766 
for supporting stair rails, are being 
placed in the market by Richards-Wil- 
cox Mfg. Co., Aurora, IIl. 

No. 466 is made of malleabale iron 
and designed to support a metal pipe 
railing. 

The bracket is said to be securely 
held in place by an expansion bolt % 

















delphia, manufacturers of saws, tools 
and files. The blade and tang are) 
made in one solid piece of Disston | 
steel, hardened and tempered for this | 
particular work. The tang is formed | 
into a spiral and the hardwood handle | 
is then forced on to this tang with a/| 

revolving motion under great pressure. 

The tang locks with the handle along 
its entire length so that it cannot work | 
loose. This new feature was developed | 

at the Disston factory and is designed | 
by the manufacturer to overcome the 

difficulties with loose handles experi- | 
enced with the old style handle and. 

tang. 





Outboard Boat Motor 
with Dual Ignition 


Designated under the trade name of | 
the Caille 5 Speed Twin, the Caille | 
Perfection Motor Co., 6210 Second ' 





' combined in one motor. 


The handle 
on the magneto is provided with a 
radio jack and socket neatly arranged 
into this handle. To a radio plug is 
connected a hot shot battery. Insert- 
ing this plug automatically connects 
the battery, and at the same time dis- 
connects the magneto. 

The power of the new model has 
been increased to 2% H. P. without 
any added increase in weight, which 
has been accomplished by arrangement 
of parts and increased compression. 





Non-freezing Compound 
Has High Boiling Point 


The St. Louis Rubber Cement Co., 
St. Louis, Mo., has recently placed on 
the market a solution, known under the 
trade name of “Red X Non-Freezing 





by 4 in. and a good bearing on the 
wall is assured by the 3 in. base. 

No. 766 is designed for plastered 
masonry walls. 

It is also made of malleable iron with 
the flange 3 in. in diameter and a boss 
% in. high and designed to extend 
through the plaster and rest on ma- 
sonry or concrete walls. An expansion 
bolt % by 4 in. is said to give secur- 
ity. There is a 3 in. projection of the 
rail from the plaster line. 

Both brackets may be had in black 
enamel finish, bronze, antique, copper 
plated, lemon brass plated or antique 
brass plated—polished or unpolished. 
There are 12 packed in a box with ex- 
pansion bolts. Weight of 466 in mal- 
leable iron 14% lIbs., in brass metal 15 
Ibs. Of 766 in iron 17-1bs. and brass 
18 Ibs. 
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How the Other Fellow Does It 


Plans and Methods Used by Hardware Dealers to Increase Business 


Starting a New Store 


HARDWARE dealer who began business in 
A a new sub-division conceived a plan to 
carry him over until the neighborhood be- 
came more thickly settled. He was handy with 
tools, so he built a small workshop in the rear of 
his store and had a boy distribute hand bills, ad- 
vertising that he was equipped to do all kinds of 
repair work to furniture, sewing machines, lawn 
mowers, typewriters, etc. 


At the end of two years his hardware business 
was well established, but the repair work had far 
exceeded his expectations. Rather than part with 
it, he hired a handy man and put him in charge 
of the workshop on a salary and commission 
basis. Today this man has two assistants in the 
repair work, and they are doing a flourishing 
business along this line. 


Getting the Newlyweds’ Money 


Part of the advertising program of a certain 
hardware store includes that of starting a savings 
account for all new married people who buy goods 
at their store. The proprietor watches the news- 
papers for engagement announcements; then he 
gets in touch with the young people, either by 
mail or in person, and invites them to come and 
look at his stock. Five per cent of their purchases 
he places in the bank to their credit. He sends 
them the pass book, and requests them to come 
and fill out the proper signature cards. 

This store plays the scheme up in their news- 
paper advertising, and have gained a large fol- 
lowing among young folks. These small savings 
accounts grow, and no small part of them are re- 
turned to the store in the way of future pur- 
chases. 

Getting "Em Young 


Another store uses a plan similar to the above, 
except that they concentrate their efforts on 
babies. They watch the birth records at the court 
house, and notify the proud parents of each new 
baby that One Dollar has been deposited in a 
local bank, starting a savings account for their 
little one. Of course, one of the parents is obliged 
to come to the store to get the pass book, also to 
sign the signature card. This method of adver- 
tising has proven very effective, as the good will 
of the parents is reached through their children. 


Catering to the Kiddies 


Many stores are now beginning to realize that 
it pays to treat the children right. One hardware 
dealer in a small town makes it a practice to give 


as much attention to children as he does to grown 
people. He goes further than this, and has a small 
section of his store devoted to toys and other sim- 
ilar goods. A few days previous to holidays he 
gives away free novelties to the youngsters. 

For instance, at Easter time last year he gave 
away cardboard rabbits, which stood alone and 
had movable heads. Just before the Fourth of 
July the free novelties were paper pistols which 
exploded loudly when snapped with a quick wrist 
movement. At Christmas time the novelties were 
appropriate to the occasion, such as Santa Claus, 
Christmas trees, etc. The store’s advertisement 
appears on the back of all the free toys. The 
proprietor of this store knows that some day 
these kiddies will be grown, and he believes in 
getting their patronage while they are young— 
and keeping it. 


Selling Sporting Goods 


An Indiana hardware store, in the northern 
lake region, does a big sporting goods business 
by issuing free fishing and hunting licenses to 
those who purchase sporting goods amounting to 
Ten Dollars or more. The Indiana law requires 
that everybody have a license when fishing or 
hunting outside their own or adjoining counties. 
These licenses cost One Dollar otherwise, there- 
fore, many sportsmen take advantage of the 
store’s free offer. Most of these men spend more 
than Ten Dollars for sporting goods and are in- 
duced to buy at the store in question in order to 
get the free license. 


Bucking the Cheap Store 


In the downtown district of a small city there 
is a hardware store which enjoyed an enviable 
reputation for many years. Some time ago a 
variety store started in the same block, and they 
put in a department to handle a cheap line of 
hardware. It was not long before the old hard- 
ware store began to notice a decline in business, 
because the new store could undersell them. 

To regain their lost trade, the old store put in 
a line of cheap hardware, too. They advertised 
this in the newspapers, and soon people were 
coming their way. But instead of pushing the 
cheap stuff, they use it more as a comparison with 
their good grade of hardware. For instance, if 
the customer wants a screw driver, the salesman 
shows him both kinds, the cheap one and the good 
one. He then patiently explains why the good grade 
costs more. As it is not difficult for the average 
person to see the difference, the customer usually 
takes the best grade. The store has successfully 
met cheap competition by this plan. 
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If there is one thing worse than coming back 
late from lunch, it is to come back early and stand 
around and refuse to serve customers who know 
you are employed there, but who do not under- 
stand that it is against your conscientious scruples 
to do a lick of work in lunch hour. 


* * * 


A foreigner, bearing a basket in which was a 
watermelon that had been cut open, walked into 
the grocery store and set the basket down in front 
of the proprietor. “You said ‘No good—bring 
back,’”’ announced the newcomer. 

“T can’t afford to lose the whole price of that 
watermelon,” was the grocer’s comment. 

“But you said, ‘No good—bring back,’ ”’ reiter- 
ated the customer. 

There was more repetition, both sides getting 
a little angrier. Then the grocer took the melon, 
tossed it into a waste basket and handed the cus- 
— a half dollar and waved him toward the 

oor. 

If a customer comes back with something that 
has been guaranteed to him how is he to under- 
stand it when you hedge on the guarantee of “‘Sat- 
isfaction or money back?” If you don’t make 
good, you lose a customer and you start a train of 
complaint about your store. 

* * * 


Don’t miss the chance to make related sales. 
Suggest nails to the man who buys a hammer, 
and a hammer to the man buying nails. Work it 
the same way back and forth between screws and 


screwdrivers, paint and paint brushes, coal 
buckets and coal shovels, razors and razor strops, 
guns and ammunition, carving sets and roasting 
pans, oil mops and floor polish. Carry out this 
idea right down the line. It will mean a great 
increase in the sale unit. 

*k * * 


You are paid to think for customers. When a 
customer hesitates, it is up to you to say the 
right thing to continue that customer’s thoughts 
along the right line. There is no salesmanship in 
laying an article before the prospect and then 
waiting, with an occasional, ‘‘That’s a good qual- 
ity,” or “This kind gives good satisfaction.” In- 
stead of handing out platitudes, hand out infor- 
mation of the sort that will make the customer see 
the real advantages of the purchase: “This is the 
finest aluminum ware we ever had. Isn’t that a 
handsome pan? It is thick and durable. You can 
= a lifetime of wear out of a pan like 
that.” 


* * * 


Two telephone conversations: 

“Hello. This is Aikin’s hardware store.” “Have 
you any wash boilers?” “Yes, we’ve’ got ’em 
for two-fifty, three and four-fifty. Which kind 
do you want?” “How is the three dollar kind?” 
“That’s a good boiler all right. Shall I send one 
up?” “T guess that one is as good as any. Yes, 
send me one.” 

Conversation No. 2. “Good morning. This is 
Mr. Brown of Smith’s Hardware Store.” ‘Good 
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morning, Mr. Brown. Do you keep wash boilers? 
I am Mrs. Jackson.” ‘Certainly, Mrs. Jackson. 
We have three qualities. A cheap boiler at two- 
fifty, a medium grade boiler at three dollars and 
a dandy extra size solid copper boiler for five- 
fifty. That best boiler is one that will last a life- 
time if it’s taken care of. It certainly is a beauty. 
I believe you would find it the cheapest in the 
long run and the best to use all the time.” “It 
costs a good deal more than the others, doesn’t 
it?” “The first cost is more, Mrs. Jackson. The 
other boilers are good value for the money, but 
this best boiler is double seamed and guaranteed 
not to leak. It has corrugated reinforcements 
and a one-piece steel cover, copper plated. The 
boiler is tinned inside with block tin. I’d like to 
send one up and if you don’t think it is well worth 
the price, we’ll bring it back and send you any 
other you want.” “I think I will take the best 
boiler, Mr. Brown. Send it up, please.”’ 

There are three good points about that second 
conversation. Think them out for yourself. 
Then try them out in your own telephone selling. 


* * x 


When, because of a rush of trade, it is impor- 
tant to speed up customers’ buying a little, don’t 
do it by any means that will make the customers 
feel hurried. Do it, rather, by being swift to act 
and prompt to speak, carrying on your part of 
the transaction with a speed that is smooth not 
rushed. The customer will soon note that other 
trade is waiting and that you are doing your best 
to handle the transaction quickly, though with no 
word or act that indicates a slighting of it. 


* * * 


There are plenty of old mottoes and adages 
that seem to indicate the advantage of being cau- 
tious. “Go slow,” ‘“‘Look before you _ leap,” 
“Watch your step” and others have been im- 
pressed upon you. There is some danger, how- 
ever, that a hardware salesman may be so dog- 
goned cautious that he will never get anywhere. 
He will make a fool of caution, like the man in 
the song: 


“Oh, he was a careful man; oh, he was a careful 
man. 
In June he wore an overcoat to protect him from 
the storm, 
In wintertime he left it off, for fear it would 
turn warm.” 


There is another old saying, ‘“Nothing venture, 
nothing gain,’ which has its value as a help to 
stimulate men to take reasonable chances. 


* * * 


It does no harm for the business man to have 
a fad, especially if he is a man of much business, 
many cares and responsibilities that are hard to 
lay aside outside of business hours. But as a 
rule the salesman in the hardware store has no 
trouble in shedding the business responsibilities 
when he leaves the store. There is more chance 
of his carrying outside interests into business 


hours than of his carrying business into outside 
hours. It will pay you better to make a fad of 
reading HARDWARE AGE and other hardware pa- 
pers during spare evenings than to use up all that 
additional time in perfecting new Charleston 
steps. 
+e * * 
Ding, dong, bell, 
Trade all gone to—well, 
He wasn’t very wise 
And he didn’t advertise, 
So now the business dies. 
Ding, dong, bell! 
—Hardware Mother Goose. 
*K K * 


Successful hardware selling may be half in 
knowing salesmanship and selling methods, but 
it is also half in knowing the goods and in being 
enthusiastic about them. Haven’t you, before 
now, bought something from a salesperson who 
looked as if lacking largely in intelligence, but 
who did feel such an interest in certain stock, and 
so much enthusiasm for it that that interest and 
enthusiasm were contagious and were imparted 
to you? If you know and like certain goods, these 
goods you can sell beyond other lines in which 
you have only a passing financial interest. 

ok * * 


The manager of a chain of drug stores has this 
to say: ‘“‘No man can hope to make a success of 
his job unless he remains long enough with one 
employer to make himself of value to that em- 
ployer.” 

With all the talk we hear about turnover of 
hardware stocks, there is scarcely enough said 
about the turnover in employees. It is just as im- 
portant to keep down the salesman turnover as it 
is to speed up the stock turnover. Every time a 
hardware merchant has to let a salesman go and 
put another in his place, it costs money. It adds 
to the store expenses. Frequent change of posi- 
tion by store employees is fatal to store success. 
Also it is fatal to the success of the roving sales- 
men. The man who is always believing that he 
could do a lot better if he only were somewhere 
else never gets to any place where he does well. 
Make good where you are before you leave and 
then there is a chance that you may make an ad- 


vantageous change. 
* 


I went into a haberdashers to buy a necktie. 
It so happened that almost the first lot I looked 
at were my price, and I at once saw the particu- 
lar pattern I liked. I bought right off the reel. 
“You know what you want when you see it, don’t 
you?” said the salesman, with a complimentary 
manner. I am afraid his statement would not 
hold good with me as a rule, but I was pleased to 
think that I could be considered a man who knew 
his own mind. 

Just that little remark made me feel so friendly 
toward the salesman that I listened with atten- 
tion to what he had to say about a line of new 
shirts just received. Ordinarily I would have 
walked out and left the man talking shirts. As 
it was I bought a shirt. 
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National Chamber Submits Referendum 


on Price Protection 


Business Organizations Receive Questionnaire on Principle Underlying 
Kelly Bill—Distribution Conference Adopts Strong Code 


By W. L. Crounse 


attitude of the National Chamber of Commerce respecting the 


We nearly ten months devoted to the reconsideration of the 


desirability of legislation legalizing contracts for the mainten- 


ance of resale prices of trade-mark or otherwise identified merchan- 
dise a new referendum on the question was submitted today to the 
1400 business organizations throughout the country which consti- 
tutes the Chamber’s membership. 

The result of this nation-wide referendum, which will be con- 
cluded in forty-five days, will determine the Chamber’s policy to- 
ward the whole question of the maintenance of resale prices. Or- 
ganizations will make known their position toward this question by 





voting on five proposals, as follows: 


Text of Questionnaire 


1. “Should there be federal legisla- 
tion permitting the seller of identified 
merchandise sold under competitive 
conditions under a distinguishing name, 
trade-mark, or brand to control the 
resale price thereof? 

2. “If there is to be such legislation, 
should the legislation take the form of 
permitting contracts for the mainte- 
nance of resale prices on identified mer- 
chandise sold under competitive condi- 
tions under a distinguishing name, 
trade-mark or brand? 

3. “If there is to be such legislation, 
would the restrictions in the report of 
Oct. 5, 1925, be proper restrictions? 

4. “In addition to such legislation, 
should Congress enact legislation bring- 
ing under the law of unfair competition 
the cutting of the seller’s declared price 
which results in misappropriating or 
injuring good-will attaching to articles 
identified as to their origin? 

5. “Instead of such legislation, should 
Congress enact legislation bringing 
under the law of unfair competition 
the cutting of the seller’s declared 
price which results in misappropriating 
or injuring good-will attaching to ar- 
ticles identified as to their origin?” 











purchaser shall discontinue business; 
(3) if the purchaser shall become in- 
solvent and some officer of a court 
shall have been designated to liquidate 
his business, or (4) if there should be 
attachment or levy of any kind upon 
the merchandise by virtue of a court 
proceeding. The foregoing should be 
subject, however, to the further provi- 
sions that in each such case the mer- 
chandise shall have first been offered 
to the seller at the price originally paid 
for the merchandise and that the seller, 
having been allowed reasonable time 
and opportunity to inform himself as 
to the condition of such merchandise, 
shall have declined or failed to accept 
the offer. 

“In case of merchandise which has 
become damaged or is deteriorated ad- 
ditional provisions are required. In 
such cases, the purchaser Should be 


|permitted to sell at such price which 
‘he paid for the same or for exchange 
for like merchandise which is in good 


condition but that also in such cases 
the purchaser should be required to 
give the seller reasonable opportunity 
to inspect the merchandise and that 
the seller shall have declined or failed 


| to accept the offer. Also, the purchaser 


The report referred to in the third should be permitted to sell such dam- 


proposal was made by a special com- 
mittee of three members. It specifies 


aged or deteriorated goods free from 
restriction only in conjunction with 


that “any legislation for the mainte- definite notice that the merchandise is 


nance of resale prices should include 


damaged or deteriorated and that such 


in principle as proper restrictions” the | is the reason for its being offered at 
following: | the reduced price.” 


Minority Report by Department Store 





“Proper Restrictions” Outlined 


“Merchandise, within the terms of 
the legislation, sold subject to contract 
for maintenance of price, upon resale, 
should be freed from the restriction 
as to price upon resale; (1) if the pur- 
chaser shall actually discontinue deal- 
ing in such merchandise; (2) if the 














Head 


This report was signed by Robert 
R. Ellis, president of the Hessig-Ellis 
Drug Company, of Memphis, Tenn., 
and P. H. Gadsden, vice-president of 
the United Gas Improvement Company, 
Philadelphia. The third member of the 





committee, A. Lincoln Filene, treasurer 
and general manager of William Fi- 
lene’s Sons Company, Boston, filed a 
minority report, in which he stated that 
he dissented from the majority report 
on the ground that “it did not suffi- 
ciently define ‘proper restrictions’ on 
resale price maintenance legislation.” 
His views on this phase of the subject 
are summed up in the concluding para- 
graph of the minority report, which 
reads: 

“*Proper restrictions’ can only be 
defined in our minds if we ask our- 
selves the following questions the an- 
swers to which will in my opinion in- 
evitably indicate that the restrictions 
proposed by my colleagues are insuffi- 
cient to accomplish the purpose for 
which they were framed: Should all 
distributors, whether wholesalers or 
retailers, be permitted by legislation to 
sign individual agreements with the 
owner of a trade-marked article not 
to sell below the resale price fixed by 
said owner? Should such legiskation 
include restrictions designed to protect 
the distributor who may require rapid 
turnover of merchandise on hand in 
order to get capital for new merchan- 
dise which he needs? Should legisla- 
tion differentiate between ‘predatory’ 
price cutting on branded merchandise 
and such price cutting as might be 
normally expected from distributors 
who enjoy closeness to market, lower 
operating costs or other economic ad- 
vantages over their competitors? If 
there is federal legislation passed to 
protect the resale price fixed by the 
owner of branded merchandise, should 
there also be legislation to protect the 
public against suffering a loss due to 
the elimination of competition among 
distributors in the sale of such mer- 
chandise? Should such legislation take 
the form of requiring scrutiny by an 
agency of the federal government of 
the profits of owners of branded mer- 
chandise who have taken advantage of 
the provisions of resale-price legisla- 
tion?” 

How Members Should Vote 


As is indicated by the questions, the 
voting is not to be confined to the 
restrictions which should be incorpo- 
rated in any permissive legislation. 
There is to be voting also upon the 
question whether or not there should 
be legislation and what form legisla- 
tion should take. Upon these questions 
the referendum pamphlet contains ma- 
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terial which develops the arguments, 
pro and con. 

The friends of the Kelly price pro- 
tection bill are advising the business 
men of the country who sincerely favor 
the price protection movement to vote 
“yes” on questions 1, 2, 3, and 4 as 
presented in the referendum and to 
submit a blank vote on question 5. If 
the referendum is carried in this form 
it will indorse not only the Kelly bill 
but additional legislation bringing un- 
der the law of unfair competition the 
cutting of the seller’s declared price 
which results in misappropriating or 
injuring good will attaching to articles 
identified as to their orign. 


Conference Adopts Business 
Code 


NOLLOWING the extended and de- 
cidedly spirited sessions of the Na- 
tional Distribution Conference held in 
this city during the past week, the 
Committee on Resolutions submitted 
and the Conference indorsed the follow- 
ing declaration of principles which rep- 
resents the consensus of opinion of the 
business men of the country: 

The National Distribution Conference 
was initiated to examine processes of 
distribution and conditions vitally af- 
fecting them. The purpose was to bring 
about better understanding, to attain 
higher efficiency, to reduce obvious 
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unwarranted services, to the end that 
wastes and to abate unwarranted criti- 
cism due to misconceptions. 

Misunderstandings about distribution 
are so general and lead to such unwar- 
ranted assumptions that we are im- 
pelled to make this statement of our 
convictions. 

(A) The present methods of distribu- 
tion have been developed by economic 
forces and fundamentally are sound. 

(B) The essential distribution func- 
tions now performed by various agen- 
cies are fundamental and none may be 
eliminated but must be assumed and 
continued by others if present agencies 
are replaced by new methods. 


How Wasteful Practices Arise 


(C) Wasteful practices as they exist 
are not inherent in the present machin- 
ery of distribution, but arise through 
human failings such as lack of definite 
organized information and the imper- 
fection of performance which charac- 
terizes alike producer, manufacturer 
and distributor. 


(D) Market prices must include cost | 
facile functioning. 


of production and of essential services 
with reasonable profits if reductions 
are not merely to be temporary. 

(E) Necessary distribution services 
are entitled to their just pay. 

(F) Efforts must be initiated and 
encouraged to promote collection of 
specific information revealing duplica- 
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tion of services and the rendering of 
necessary or desirable services may be 
provided increasingly at lower costs. 

(G) Costs of various services should 
be ascertained and published; consu- 
mers then may judge of their necessity 
in relation to their costs, that they may 
be continued or discontinued. 


Must Understand Processes of 
Distribution 


(H) That producers, manufacturers, 
distributors and consumers require 
fuller understanding of the processes 
of distribution making it possible to 
avoid unnecessary exactions and to fa- 
cilitate the flow of goods which alone 
can reduce costs materially. 

(I) Responsibility for inflation of 
present prices by waste centers no less 
on producer and manufacturer than on 
distributor. No little part of this waste 
is attributable to unreasonable de- 
mands by consumers for unnecessary 
distribution services. The effects are 
passed through all the steps of dis- 
tribution and embarrass and retard 


(J) These problems are possible of 
solution only with the fullest informa- 
tion, hearty cooperation and recogni- 
tion of complete mutuality of interest, 
particularly between consumer and 
producer and these distributive agen- 
cies operating to assist both. 








Coming Hardware Conventions 


ARKANSAS RETAIL = i“ 
rION CONVENTION, Little te a 
1926; L. P. Biggs, 7s 15 Ssathonn 
Trust Building, Little R 


CALIFORNIA RETAIL 0 & IMPLE- 
MENT ASSOCIATION CONVENTION, Hotel 
Whitcomb, San Francisco, March 16, 17, 
18, 1926. Le Roy Smith, secretary, 112 
Market St., San Francisco. 


CONNECTICUT RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Bond, Hartford, 
Conn., Feb. 18, 19, 1926. Henry S. Hitch- 
cock, secretary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLIN 
CONVENTION AND EXHIBITION, Raleigh, N. C. 
June 8-9-10, 1926. A. R. Craig, secretary, 
117 Commercial Bank Building, Charlotte, 


ILLINOIS RBTAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Sher- 
man, Chicago, Feb. 16-17-18, 1926. Leon 
D. Nish, secretary, Elgin. 


INDIANA RETAIL HARDWARBD 
CONVENTION AND EXHIBITION, 
Ind., Jan. 25-26-27-28-29, 1926; otel 
headquarters, Claypool Hotel; exhibition at 
Cadle Tabernacle. G. F. Sheely, secretary, 
911 Meyer-Kiser Building, Indianapolis. 


Iowa RETAIL HARDWARE ASSOCIATION 
CONVENTION; Des Moines; Feb. 9-10-11- 
12, 1926; A. R. Sale, secretary, Mason City. 


KENTUCKY HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, 
Jefferson ‘er Armory, Louisville, Jan. 
12-13-14-15, 1926; J. M. Stone, secretary, 
200 Republic Building, Louisville. 


oo ee Rerarm. HarRDw ASSOCIA 
NTION, Grand Rapids, Mich., 


Con 
Feb. 9- 10. it. 12, 1926: Karl S. Judson, 248 
Morris Avenue, Grand Rapids, Mich., man- 
er of exhibits; A. J. Scott, secretary, 
arine City. 

MINNBSOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul, Feb. 16-17-18- 
19, 1926; C. H. Casey, secretary, Nicollet 
Avenue and Twenty-fourth Street, Minne- 
apolis 


ASSOCIATION 
Indianapolis, 








MISSISSIPPI a HARDWARE & IMPLE- 
MENT ASSOCIATI CONVENTION, Biloxi, 
Miss., June 21- 22. ~23, 1926; Guy Nason, 
secretary, Starkville. 


MIssoURI RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel Statler, 
St. Louis, Jan. 18-19-20, 1926; F. X. 
gg png secretary, 5106 North Broadway, 

t 

MONTANA 
SOCIATION CONVENTION, 
18-19-20, 1926. A. C. 
treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND Im- 
PLEMENT ASSOCIATION CONVENTION, Denver, 
Jan. 19-20-21, 1926. W. W. McAllister, 
————- -treasurer, P. O. Box 513, Boulder, 

olo 

NEBRASKA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Omaha, 
Neb., Feb. 2-3-4-5, 1926; convention head- 
quarters, Rome Hotel ; exhibition City 
Auditorium: George H. Dietz, secretary, 
414 Little Building, Lincoln. 

New ENGLAND HARDWARE DBALERS’ ASSO- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 22- 
23-24, 1926; George A. Fiel, secretary, 10 
High Street, Bosten. Mass. 

NEw YorK STATE RBeraI. HARDWARE ASB- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9-10-11-12, 1926. 
quarters and session will be held at the 
Hotel Seneca; exposition will be conducted 
at the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Syracuse. 

NorTH DAKOTA ~~ onal Le Asso- 
CIATION CONVENTIO __ oo 
Fargo, Feb. 10-11- 12, 1926: Cc. N. Barnes, 
secretary, emote Forks. 


IMPLEMENT & HARDWARE As- 
Great Falls, Feb. 
Talmage, secretary- 


OHIO HaRDW ASSOCIATION CONVEN 
TION, “Chovuiand. = 16-17-18-19, 1926; 
James B. Carson, secretary, 1001 Schwind 
Building, Dayton. 


OKLAHOMA HARDWARE AND IMPLEMENT 
ASSOCIATION AND EXHIBITION, Masonic 
Temple, Oklahoma City, Jan. 26-27-28, 


1926; Chas. L. Unger, secretary-treasurer, 
Oklahoma City. 





PENNSYLVANIA AND ATLANTIC 
HARDWARE ASSOCIATION, INC., Comvanerion 
AND EXHIBITION, Commercial Museum. 
Philadelphia, Pa., Feb. 15-16-17-18- 19, 1926; 

haron ‘ Jones, secretary, 604 Wesley 
Building, Philadelphia. 

SoutTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Sioux Falls, Feb. 
23-24-25, 1926; Charles H. Casey, sec- 
retary, Nicollet " Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 

SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (composed of Ala- 
bama, FlorMa, Georgia and Tennessee) 
CONVENTION AND EXHIBITION, Atlanta, Ga.., 
May 10, 11, 12, 1926. Walter Harlan, sec- 
retary, 701 Grand Theater Building, Atlan- 
ta, Ga. 

SOUTHERN CALIFORNIA RETAIL HARDWARB 
ASSOCIATION CONVENTION AND EXHIBITION, 
March 10-11-12, 1926. Headquarters, Am- 
bassador Hotel, Los Angeles. H. L. Boyd, 
secretary-treasurer, 618 Hellman Bank 
Building, Los Angeles, Cal. 

TEXAS HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Dallas, Jan. 19-20- 


21, 1926. Dan Scoates, secretary, College 
Station. 
VIRGINIA RBTAIL HARDWARE ASSOCIATION 


CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23- +" 25, 1926; Thos 
B. Howell, secretary, 301 . Grace, Room 
906, Richmond. 

WEST VIRGINIA ee ASSOCIATION 
CONVENTION AND EXHIBIT! Kanawha 
Hotel, Charleston, Jan. 19- 20. 21- 22, 1926. 
Exhibit at New Armory Building. James 
B. Carson, secretary, 1001 Schwind Build- 
ing, Dayton, Ohio. 


NTION, Kansas 
City, Mo., Jan. 12-13-14, 1926; headquar- 
ters, Coates House ; convention sessions, 
Missouri Theater ; H. J. Hedge, secretary. 
Abilene, Kan. 

WISCONSIN RETAIL ‘HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Audi- 
torium, Milwaukee, Wis., Feb. 2-3-4-5, 
1926; G. W. Kornely, 1476 Green Bay Ave- 
nue, Milwaukee, Wis., manager of exhibits; 
P. J. Jacobs, secretary, Stevens Point, Wis 
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R. W. Hatcher to Speak at Metro- 
politan Banquet 


W. HATCHER, president of the National Retail Hard- 

R ware Association, will be the principal speaker at the 

® Metropolitan Hardware Banquet, to be held at the Hotel 

Commodore, on the evening of Friday, Jan. 22, under the au- 

spices of the Metropolitan Hardware Association, comprising the 

hardware associations of Manhattan, the Bronx, Brooklyn, West- 
chester County, and northern New Jersey. 

The dinner this year promises special features that should make 
it very interesting for every hardware man to attend. In the first 
place the date is set to correspond with the meeting of the Hardware 
Council, which meets in New York Jan. 21 and 22. This, of course, 
will mean the attendance of those men who represent all of the in- 
terests of the hardware trade. 

The speaker this year will be R. 
W. Hatcher, the president of the Na- 
tional Retail Hardware Association. 
Efforts have been made this year to 
make this a “Hardware Night for 
Hardware Men.” While the manage- 
ment of the dinner is and has been 
under the supervision of retailers, it 
is in no sense a retailers’ dinner, but 
a general get-together night for the 
entire trade. 

It will be noticed by the date that the 
dinner this year is on Friday. A spe- 
cial menu has been arranged that will 
not conflict with anybody’s views on 
eating for a Friday. 

Two solid hours of entertaining 
artists will follow the speaker and the 
committee assures the best time ever. | 
The hotel promises a menu that will | 
be out of the ordinary and appropriate 
for a Friday and that will be sure to 
please every one. 





Special seating will be arranged for 
all firms subscribing for a table of ten 











R. W. Hatcher 


/or more. An early reservation will 
| greatly help the committee in its seat- 
ing arrangements. 





Pittsburgh Retailers Elect Officers 


O accommodate the change in the by-laws of the Pittsburgh 

Retail Hardware Dealers Association that makes the year of 

the association end June 30, these officers elected at the month- 
ly meeting held Dec. 18, at the General Forbes Hotel, Pittsburgh, 
will serve until June 30, 1927: Frank A. Hegner, Hegner Hardware 
Co., Sewickley, Pa., president; James M. Scott, first vice-president ; 
Harry P. Beighley, second vice-president; B. C. Nebo, third vice- 
president and J. E. McCullough, fourth vice-president; Theodore 
Backoefer, treasurer and Charles W. Scarborough, secretary. 


This represents a_ reelection of 
Messrs. Hegner, Backoefer and Scar- 
borough, the latter for the fourteenth 
term. Messrs. Nebo and McCullough 
are new vice presidents, 





Considering the time of year and 
the disinclination of so many members 
to leave their stores for an evening 
during the Christmas shopping season, 











there was a fair attendance and those 
present got the benefit of a round table 
discussion of business conditions. It 
was the majority report that business 
had shown some falling off in 1925, but 
also that the outlook for 1926 was 
bright. One speaker suggested that 
business “ain’t,” and was appointed to 
prepare a talk on that subject at the 
next monthly meeting to be held Fri- 
day evening, Jan. 22, at the General 
Forbes Hotel. At that meeting also 
will be a discussion as to why manu- 
facturers and wholesalers permit their 
employees and through them their 
friends to buy at wholesale prices and 
deprive the retailers, the dependents 
of the producers and large distributors, 
of that much business. 

A feature of the meeting was the 
presentation to President Hegner of a 
fitted traveling bag on behalf of the 
membership by Hugh McKnight, Sam- 
uel McKnight Hardware Co. George 
Saupe, of Saupe & Fries, drew the 
lucky number for the annual Christmas 
present of the president. 


Philip A. Snyder Dead 


Philip A. Snyder, fifty-five, formerly 
a hardware merchant of Brooklyn, N. 
Y., died at Hudson, N. Y., where he 
had been living several months. 


Pitkin Now Representing 
Manufacturers in the South 


Waldo M. Pitkin, formerly an official 
of A. Baldwin & Co., New Orleans, has 
opened offices in the Coleman Adler 
Building of that city, at 724 Canal 
Street, and is representing a number of 
well known manufacturers strictly to 
the jobbing trade in the States of 
Louisiana, Mississippi, Alabama, Ar- 
kansas and Texas. 

Mr. Pitkin was for many years an 
active worker in the Southern Hard- 
ware Jobbers Association, has served 
as its president, and is one of the best 
known hardware men of the South. 


Geo. D. Kirkham to Retire 


George D. Kirkham, sales agent 
American Steel & Wire Co., Chicago, is 
to retire Dec. 31. Mr. Kirkham first 
came to the company in 1886 as sales 
agent of the old Washburn & Moen 
Mfg. Co., Worcester, Mass. This com- 
pany was taken over by the American 
Steel & Wire Co. twenty-seven years 
ago. Expert in the intricacies of the 
fine wire products of the old company, 
Mr. Kirkham continued in those lines 
until 1902, when he was established as 
sales agent at Memphis, Tenn., handling 
both merchant trade and manufacturing 
lines. 
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Carney Joins the Remington Forces 
Pre ere P. CARNEY, who for the past decade has been trying 





Indiana Hyperdyne Radio 
Receivers to Be Marketed 
Under Trade Name ‘of 


Case 


The Indiana Manufacturing & Elec- 
tric Co., Marion, Ind., manufacturer 
of automobile accessories and Indiana 
Hyperdyne Radio Receivers has an- 
nounced changes of interest to the 
trade. The trade name of the com- 
pany’s entire line of products will be 
changed to “Case.” This name will be 
used on all their products regardless 
of their nature or through what chan- 
nels they are marketed. 





Stove Company Changes 
Name 


The corporate name of the Cleveland 
Metal Products Co., Cleveland, Ohio, 
manufacturers of “Perfection” oil cook 
stoves, heaters and other kerosene- 
burning household devices, has been 
changed to Perfection Stove Co. 

The change is made for the purpose 
of connecting the company’s name 
more closely in the public mind with 
the trade name “Perfection,” under 
which the products of the company are 
marketed. There is no change in the 
organization or policies of the com- 


pany. 


V. M. Tuthill to Head 


Alabastine Company 


Victor M. Tuthill has been elected 
president of the Alabastine Co., Grand 
Rapids, Mich. Mr. Tuthill, who is also 
a director and member of the executive 
committee, succeeds James L. Hamil- 
ton, who is now chairman of the board. 
This change becomes effective Jan. 1. 

William C. Harper has been elected 
director of sales. He has been with the 
Alabastine Co. for a number of years. 








McDougall-Butler Club 
Holds Meeting 


The McDougall- Butler Production 
Club held one of the most successful 
meetings since its organization Dec. 
15. G. W. Knapp of the Imperial 
Color Works talked to the members of 
the McDougall-Butler plant at Buffalo, 
N. Y., on the processes entering into 
the manufacture of various colors. 
Following this a dinner was held at the 
Hotel Touraine, and as guests had 
Messrs. Smith, Beaucaire and Dickin- 
son of A. H. Jacobs & Co. of Rochester, 
N. Y. Songs were sung and instrumen- 
tal numbers rendered by the talented 
members. A bowling contest followed 
at the Goodell Alleys. 








to create a greater interest in trap and rifle shooting, hunting 

and kindred sports, and who is regarded as a writer of parts, 
is now connected with the Remington Arms Company in the Sales 
Promotion Department associated with Charles P. Catlin and Frank 
J. Kahrs. Mr. Carney will take care of the publicity end and such 
other work as will claim his attention. 


Until recently Carney was in charge 
of Publicity and Sales Promotion for 
another gun and ammunition concern. 
For 11 years he has been editor of the 
National Sports Syndicate. 

It is doubtful if any writer on sub- 
jects pertaining to guns and ammuni- 
tion is any better known than Carney, 
and his acquisition unquestionably 
should be of material value to the Rem- 
ington organization. 

For the past several years Mr. Car- 
ney has been chairman of the publicity 








committees of the National Rifle Asso- 
ciation and the Amateur Trapshooting 
Association, and _ representing the 
sportsmen of the United States he has 
been very much interested in the pres- 
entation to Congress of a method that 
would eliminate the excise tax from 
sporting arms and ammunition. 

Mr. Carney has been engaged in 
newspaper and publicity work for more 
than twenty years, and this experience 
is valuable to him in his work. 





Western Electric Splits Its Business 


Forms Graybar Co. to Take Over Electrical Supplies 


Electric Co. will be known as the Graybar Electric Co. and 


B Bec NING Jan. 1, the “Supply Department” of the Western 


will take over all merchandising activities of the Western, 
management of branch houses and similar activities. The appliances 
and supplies manufactured for the trade will bear the insignia of 
the new company and the 1926 catalog will carry the Graybar 


Electric Co. name. 


The name is a revival of the part- 
nership name of Gray & Barton, which 
was the beginning of the Western Elec- 
tric Co. 56 years ago, when James 
Barton, a te’egraph operator, bought 
a small electrical supply business in 
Cleveland, Ohio, with $400 he had bor- 
rowed. He took as a partner Elisha 
Gray, a professor in Oberlin, who was 
later a competitor with Alexander 
Graham Bell as inventor of the tele- 
phone. 

Gray & Barton obtained a contract 
to manufacture supplies for the West- 
ern Union Telegraph Co. and in 1875 
when the Bell system of telephone com- 
panies was organized, they became 
manufacturers of supplies for that 
company and in recent years the com- 
pany has been the manufacturing de- 
partment of the American Telephone 
and Telegraph Co. 

In 1923 the supply department was 
practically separated from the manu- 
facturing part of the business and 
headquarters established in New York 
in the Pershing Square Building. The 
organization of the $15,000,000 com- 
pany to take over this business is mere- 








ly another step. All of the stock is 
held by the Western Electric Co. 
Officers of Graybar Electric Co. are 
all veteran Western Electric men. 
Albert Lincoln Salt is president. He 
has been vice-president of the Western 
Electric in charge ‘of purchases and 
traffic. He began work for the com- 
pany in 1881. Frank A. Ketcham, 
executive vice-president, has been man- 
ager of the supply department. George 
A. Cullinan, vice-president in charge 
of sales, was sales manager for the 
supply department. Leo M. Dunn, vice- 
president in charge of merchandising 
and accounting, was merchandising 
manager for the supply department. 
Elmer J. Shepard is secretary of the 
company and N. R. Frame is treasurer. 
Herbert Metz continues as advertising 
manager. These men are members of 
the Board of Directors, which is com- 
pleted by the following officers of the 
Western Electric: Charles G. DuBois, 
chairman; Richard H. Gregory, Howard 
A. Halligan, George C. Pratt, William 


P. Sidley. 
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Tribute to Memory of H. M. Finch 


HE following touching tribute to the memory of H. M. Finch, 
whose death was announced in a recent issue of HARDWARE 
AGE, was written by J. Clarke Coit, head of the Winchester- 
Simmons Co., in St. Louis, with which concern Mr. Finch was 
associated for many years as traveling salesman. 
Of Colonel Finch, who was one of the oldest traveling men in the 
United States and who has been called the “Dean of the Hard- 


ware Fraternity,” Mr. Coit has 


The Passing of a “Battler” 

“Colonel H. M. Finch died at Austin, 
Tex., Dec. 4, and his burial took place 
Dec. 6 at 4 p.m. It was my privilege 
to be present and pay tribute to this 
noble man and extend my heartfelt 
sympathy to his family. 

“Three score years and ten may be 
our allotted time generously offered by 
our Creator, but even added years to 
our allotment does not lessen the pain 
or sorrow to the family and friends 
when our dear ones are taken. But 
amid the heartaches and sobs, and the 
tear dimmed eyes, I could but feel a 
calm of satisfaction in the peaceful 
ending of such a noble character pass- 
ing to the “Great Beyond” as he wished 
to go, and as I want to go—battling to 
the end—dying in the harness—on the 
firing line—in performance of his duty 
among the multitude of his friends and 
business associates in his beloved State 
of Texas—the oldest and most beloved 
representative of his cherished com- 
pany. 

“For fifty years did this wonderful 
man honestly, nobly and successfully 
represent the Simmons Hardware Com- 
pany in the State of Texas. He was 
known, honored, and loved better than 
any other representative in the South 
and was the ‘Dean of the Hardware 
Fraternity.’ 

“So do you wonder that I deemed it 
a privilege to be present, and that only 
the great distance prevented thousands 





this to say: 





of his true friends from paying their 
last respects to this noble character? 

“In this supposed civilized world of 
ours, the barbaric part of a funeral is 
the terrible heart-breaking moment 
when the body is slowly lowered to its 
resting place. Words cannot describe 
it. We all have stood that acid test 
and as we see the coffin slowly descend- 
ing and the terrible realization comes 
to us that our loved ones are gone, we 
break—all of us. The heart-broken 
widow of our Colonel Finch broke, and 
I longed to put my arms around her 
in sympathy as I had my dear mother 
under similar conditions. But Colonel 
Finch had not lived in vain, for he left 
a son noble in character, and unhesitat- 
ingly this son took the heart-broken 
widow and mother to his arms in loving 
sympathy. Colonel Finch left to us a 
real man. 

“If our loved ones can look back, 
Colonel Finch passed from us happy, 
proud of his family, proud of his com- 
pany, proud of his host of friends—a 
‘battler’ to the last. 

“To the older men in the organiza- 
tion, what a satisfaction, and to the 
younger ones, what an inspiration Col- 
onel Finch’s life and passing is to all. 

“Long live the loving memory of a 
true Southern gentleman—a successful 
man—a loyal supporter of his company 
—a ‘battler’ to the last — Colonel 





Finch.” 





——— 


J. M. Alderfer Speaks at India 
Tire & Rubber Banquet 


A banquet was held at the Whitcomb 
Hotel, San Francisco, recently, cele- 
brating the fourth anniversary of the 
entry of the India Tire & Rubber Co., 
Akron, Ohio, into the Pacific Coast 
market. J. M. Alderfer, president of 
the company, was the principal speak- 
er of the evening. He pointed out the 
enormous increase in the use of trucks 
and buses during the past two years, 
and stressed the importance of all 
India dealers going after this class of 


F. L. Ryan, Pacific Coast manager for 
the India Co., and Frank T. Price, 
India Tire distributor for Los Angeles. 
A two-day sales conference of the 
Pacific Coast India dealers and sales- 
men was also held at the same time. 
In all about 150 dealers and salesmen 
met, from all parts of the Pacific Coast. 


Weiler Joins Eureka Tool 


The Eureka Tool and Machine Co., 
Newark, N. J., well known to the hard- 
ware trade in the die and tool field, 
have recently added Mr. Edward W. 
Weiler to their staff to direct a me- 
chanical and electrical specialty de- 





Wadsworth, Howland & Co. 


Hold Sales Convention 


Wadsworth, Howland & Co., Ince., 
Boston, Mass., which is this year ob- 
serving its eightieth anniversary, held 
a three-day sales convention Dec. 16, 
17, and 18, at the Westminster Hotel, 
Boston, Mass. The company’s merchan- 
dising and advertising plans for the 
coming year which are the most ex- 
tensive in the history of the organiza- 
tion were discussed. 

The details were explained to the 
convention by E. S. Phillips, president; 
E. D. Peck, first vice president; Ren- 
shaw Smith, Jr., vice-president and 
general manager; George E. Felton, 
general sales manager, and J. S. Rob- 
ertson, advertising manager. 

A banquet was held at the Hotel 
Westminster on Thursday night, fol- 
lowed by a minstrel show composed of 
members of the Wadsworth-Howland 
organization. 





A. Barel Joins Remington 
Arms 


Adrian Barel, who has been asso- 
ciated with H. Boker & Co., Inc., 101- 
103 Duane Street, New York City, cov- 
ering the middle western States, will 
join the Remington Arms Co., 25 
Broadway, New York City, as a special 
cutlery salesman. 





Edwin L. Shorey Dead 


Edwin L. Shorey, for many years 
associated with the retail hardware 
business, died suddenly at his home in 
Rochester, N. H., Nov. 29. He was 
born in East Rochester 61 years ago, 
was for many years agent of tne Amer- 
ican Express Co. in Rochester and 
about 25 years ago formed a partner- 
ship with Henry L. Berry and bought 
the hardware business of Frank E. 
Wallace. They continued in business 
under the firm name of Berry & Shorey 
until the death of Mr. Berry, less than 
a year ago. 


ae ee 


Advanced by National Knam- 
eling & Stamping 


C. N. Turner, general sales manager 
of the National Enameling & Stamp- 
ing Co., Milwaukee, has been made 
vice-president and general manager. 
T. W. Gulley succeeds Mr. Turner as 
general sales manager. Mr. Gulley 
was formerly assistant general sales 
manager with headquarters at Balti- 
more, but his headquarters will now be 








business. 
Other speakers at the banquet were 





partment. 


at Milwaukee. 
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New du Pont Educational 
Films 

The E. I. du Pont de Nemours & Co., 
Inc., Wilmington, Del., has recently 
prepared some new films illustrative 
of the importance of dynamite in vari- 
ous work. Of these films, which are 
now ready for circulation, The Story 
of Dynamite, Dynamite—A Basic Ma- 
terial of Modern Civilization, From 
Forests to Farms, Dynamite in Quarry 
Work, Letting Dynamite Do It, Dy- 
namite—the Modern Ditch Digger, and 
Dynamite—the Master Lumberjack, 
are new. 


Steiner & Voegtly to Change 
Address 


The Steiner & Voegtly Hardware Co., 
which has been located at 230 Diamond 
Street, Pittsburgh, for the past twenty 
years and has been engaged in the 
hardware business for a considerably 
longer period, will soon move to an- 
other location. In its present quarters, 
according to o..e of the members of the 
firm, the company has been working 
for the owner of the building for the 
past few years, and confronted with a 
stiff advance in the rental it was de- 
cided to find lower priced quarters. 
The company is holding a sale of its 
present stock with an idea of carrying 
as little of it as is possible into the 
new store. There is no announcement 
yet as to the new location but several 
places are under consideration and all 
are close to the company’s present 
store. 


—_——-- 


Reliable Metal Novelty Co. 


Moves 


The Reliable Metal Novelty Co., for- 
merly of 39 East Eighth Street, New 
York City, has moved to 357 Flatbush 
Avenue, Brooklyn, N. Y., to larger 
quarters. 

It will, in addition to its wholesale 
business, which will continue, have a 
retail department selling bathroom fix- 
tures and accessories, housefurnishings, 
electrical supplies and hardware. 


eee 


Stove Manufacturers 
Consolidate 


The Michigan Stove Co., manufac- 
turer of Garland Stoves, and the De- 
troit Stove Works, Inc., Jewell stoves, 
both of Detroit, have consolidated. 





Hardware Boosters Hold Christmas 
Party; Llew Soule Talks on 
the Booster Spirit 


HE Hardware Boosters held their annual Christmas Party at 
the Hardware Club of New York, Saturday, Dec. 19. The 
party opened with a delightful luncheon, and closed with a 


general good time. 


Seymour Sears was the first speaker, and after giving a short 
synopsis of the origin and growth of the Boosters organization, he 
made a very effective talk on its value to the hardware trade and the 


individual Booster. 


When Mr. Sears had finished, Mr. E. R. Masback was called upon 
for a few remarks, and responded with a short talk on salesman- 
ship, introduced by his famous “Bug’”’ story. 


Llew S. Soule, Editor of HARDWARE 
AGE, was then introduced as_ the 
speaker of the day, his topic being The 
Christmas Booster. Mr. Soule referred 
to Christmas as not a one day celebra- 
tion, but the culmination of days, weeks 
and months of good will, of practising 
the adage that it is more blessed to 
give than to receive. 

He declared that there is a Santa 
Claus, and that the jolly old saint is 
best exemplified by the man with the 
true Booster spirit. “A Booster is a 
natural Santa Claus,” he said, and 


should assume that role to the retail 
merchant throughout the year. In this 
connection he brought out several 
points where the retail merchant is in 
need of aid, and urged the Boosters 
to work with him to better trade con- 
ditions. 

He closed with a request that the 
Boosters resolve to make 1926 a year 
long Christmas. “Let’s make it 365 
days of good cheer” he said, “365 days 
of doing our best—365 days of help- 
ful endeavor—365 days of constructive 
boosting. By that time, he continued 
“we will have the habit. We will be so 
full of the Christmas spirit that even 
the kids on the street will recognize it, 
and whenever they see a Hardware 
Booster they will sidle up to him and 
sing out—‘Hello Santa Claus.’ ” 

At the close of the address, the en- 
tertainment committee took charge of 
the program, and distributed gifts to 
all present. Various members were 
called on for stories, jokes, songs or 
stunts, and were rewarded with prizes 
for their efforts. The prizes and gifts 








were generously donated by the follow- 
ing firms, to whom a resolution of 
thanks was directed: 

The following senders generously 
donated prizes to be distributed at the 
Christmas Dinner of the Hardware 
Boosters. 

New Britain Machine Co., Henry 
Disston & Sons, Wm. Goldenblum & 
Co., Remington Arms Co. Ine. 
Standard Tool Co., Beechnut Packing 
Co., John Russell Cutlery Co., Surpless 
Dunne Co., W. L. Blumberg Co., Stan- 
ley Rule & Level Co. 

Masback Hdwe. Co., Corbin Cabinet 
Lock Co., Rubberset Brush Co., A. K. 
Trout ©€o., E. C. Atkins & Co., The 
Utility Co., Gillette Safety Razor Co., 
Standard Oil Co., Pike Mfg. Co., Wie- 
bush & Hilger, W. S. Wilson Corp., 
Stanley Works. 

Compton Shear Co., Sargent & Co., 
Wm. Wrigley Co., Greenfield Tap & 
Die Co., Harmon & Dixon. 

Walworth Co., Jas. A. Gaffney Co., 
A. Westphal, H. C. Cook Co., Under- 
hill, Clinch & Co., Lanbush Fischer Co., 
Union Hardware Co., Burns Mfg. Co., 
The Lockwood Co., Russell & Erwin 
Mfg. Co., Murray Black Co., Vacuum 
Grip Co., R. T. Atkinson, Patterson 
Sargent Co. 

Segal Lock Co., L. S. Starrett Co., 
American Chicle Co., Franz Mfg. Co., 
Corning Glass Works, Brush-Nu Co., 
Simons Saw & Steel Co., Fred’k. 
Pfeiffer, Auto Strop Safety Razor Co., 
Tucker Co., Francis Keil & Co., Buckley 
Rubber Co., Union Stove Works, 
Clarence Roberts. 

All in all the party was a huge suc- 
cess, and the only losers were those 
who failed to attend. 
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1925 Hardware Sales Ahead of Last Year— 
Favorable Outlook for 1926 


66 ENERAL conditions prevailing in the hardware industry, 
although experiencing a temporary lull, with the close ap- 
proach of Christmas, are entirely favorable, according to 

reports from the various wholesale market centers. It is generally 

agreed that 1925 business will be considerably in excess of that of 
last year. The sale of Christmas merchandise has been generally 
good, and in some centers retailers are looking forward to one of 


the best seasons in years. 


“Retail stocks are low, and the unusual interest in spring lines in- 
dicates that buyers are not postponing their orders in any expecta- 


tion that prices will be lower next year. 


On the contrary, all 


straws point to an upward revision in schedules, particularly in 
respect to items of iron and steel. 

“Collections are satisfactory and indicative of the generally im- 
proved business conditions throughout the country.” 





Pittsburgh Jobbers Turning 
Attention to Inventory 


As is the common condition at this 
season, interest is low in the general 
run of hardware items. The retailers 
now through with holiday goods are 
turning their attention to inventories 
and jobbers’ salesmen are not very wel- 
come visitors. The belief is common, 
however, that with the inventories out 
of the way, business will come up 
strongly, because there has been no 
overbuying and retailers are not be- 
lieved to be heavily supplied with the 
goods that will be wanted in late win- 
ter or early spring. New price lists 
dated Jan. 1 have been issued by leading 
makers of carpenters’ tools. Levels, 
particularly those made of metal, have 
advanced, but other items are priced 
at much the same prices as those of 
the past year. Practically no changes 
are noted in new discount schedules 
on strap and T hinges and wrought 
butts, also dated Jan. 1. Collections 
at best are only fair in this district. 





Chicago Reports Record 
Breaking Christmas Trade 


According to the observations of the 
wholesalers this year’s holiday business 
was a record breaker. These observa- 
tions are based on the fact that their 
own stocks of suitable gift items are 
practically depleted and rush fill-in 
orders from the dealers have been fre- 
quent. 








While this Christmas trade has been 
holding the center of the stage, other 
conditions have been forging steadily 
ahead—the steel mills report in- 
creased operating capacity and heavy 
shipments, construction programs are 
unabated and there is a record amount 
of business for spring delivery being 
placed. 


Levels Advance 25 Per Cent 
in New York 


The New York wholesale market is 
experiencing its usual temporary lull 
as the Christmas holidays approach. 
Sales up to the present week, however, 
have been everything that could be de- 
sired, not only in respect to Christmas 
merchandise, but staple items as well. 
Prices are generally firm, and the only 
changes reported were on levels which 
have advanced 25 per cent. 





Cotton Duck Cheaper 
in Boston 


With jobbing houses giving the bulk 
of their attention to salesmen this 
week, comparatively little has de- 
veloped in the way of new quotations 
issued by them. Cotton duck, for 
roofing purposes, is now 40c. a yard, 
contrasted with 45c. heretofore, and 
a slight reduction has been made in 
the cost of O-Cedar mops. New prices 
are out on Stanley Works rules and 
levels, but jobbers have not adjusted 
their quotations as yet. 





Cincinnati Sales Ahead of 


Last Year’s 


With only a few days of 1925 re- 
maining, Cincinnati jobbers estimate 
that their volume of business for the 
year will exceed that of the previous 
year by a narrow margin. They state 
that while their total sales did not 
reach the proportions that they had 
hoped for, conditions have been about 
normal and they are pleased with the 
improvement in retail trade. 

Holiday sales have increased to a 
marked extent over those of 1924, and 
the movement of winter goods has 
shown some improvement. Staple goods 
have been in moderate demand, but 
spring merchandise is not expected to 
attain any considerable volume until 
January. Prices are strong and no 
changes of consequence have been re- 
ported in the past two weeks. 


Northwest Looks for Good 
Business in 1926 


With Christmas business in the back- 
ground, the trade tributary to the Twin 
Cities is preparing to finish up the 
records for the year. Trade during the 
holiday rush has been very fair in the 
larger cities, and good in the outlying 
communities. Road salesmen for the 
most part are in for sales conferences, 
learning the plans of their houses for 
the new year. Attention of the dealers 
has turned to the annual inventory, 
and many of them are well along in 
this important work. 

Jobbers seem to indicate that pros- 
pects for the coming year are very 
good. Some future orders are already 
booked, but the tendency on the part 
of the dealers is to hold their orders 
down, and depend on ordering more 
frequently. 


Automobiles in November 


WASHINGTON, Dec. 19.—Production of 
motor vehicles in November, according 
to the Department of Commerce, totaled 
336,358 passenger cars and 39,893 
trucks, of which 327,617 passenger cars 
and 37,704 trucks were made in the 
United States, the remainder being 
American models made in Canada. The 
November output showed a decline as 
compared with that of October, when 
production of passenger cars totaled 
406,572, while production of trucks was 
45,914. 

{t was, however, by far the largest 
November output in the history of the 
industry, comparing with 204,343 cars 
and 7905 trucks last year, with 284,921 
cars and 28,066 trucks in 1923 (the pre- 
vious year) and with 215,352 cars and 
21,949 trucks in 1922 (also a record 
year). 
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Seasonal Lines Moving Well in Boston Market 


—Wholesalers Optimistic Over 1926 Outook 


(Boston office of HARDWARB AGB) 


for this time of the year, which is a pretty clear indication 


\ REMARKABLY good demand for staple lines of hardware 


that retail stocks are not large and that public buying is to 
continue of sizable volume over the turn of the year. Looking back 
on 1925, the retail hardware dealer has much to be thankful for. If 
contrast is made with other retail lines it will be found that the de- 
mand for hardware has been more sustained than for other mer- 
chandise. Possibly one thing that has contributed to hardware sales 
is the stability of prices. But more important is the fact that the 
average retail dealer is growing more progressive each month in 
merchandising. There is very little overstocking, therefore a more 
frequent turnover and healthier market conditions. 

As for the new year, most everybody is optimistic regarding the 
first six months. Few can be found who are willing to state a posi- 
tion on the last six months, not because of any distrust, but because 
of the adaptability of business to make sudden changes since the 
war. The most conservative economic agencies apparently feel that 
the ability of the Federal Reserve System to supply ample credit for 
all legitimate business needs is the biggest factor in the situation 
today. Most of them urge strongly against speculation because it is 
sure to bring a Governmental restraining hand and unsatisfactory 
conditions in the particular items of speculation. So far as the aver- 
age New England retail hardware ‘dealer is concerned it is believed 
he will enter the new year with debts to a large extent eliminated 
and with a good sound credit back of his name. 


AUTOMOBIELES.—Some retail dealers 
are buying toy automobiles on the 
theory that now that Christmas is over 
and children have had an opportunity 
to see presents given other children 
many a father will be prevailed upon 
to furnish an automobile. 


We quote from Boston jobbers’ 
stocks: 

Automobiles. — Toy, Dodge, $4.70 
each net; Ace, $5.20; Hudson, $9; 
Oakland, $12.80; Hupp, $9.50; Nash, 
$11.75; Jewett, $11.75; Oldsmobile, 
$15.20; Overland, $13.50; Packard 
Six, $28; Stutz, $15; Paige (all steel 
body), $35; fire captain, $8; Hook and 


Ladder, $10. 25; Mack truck, $24,50. 


AXES.—Buying of axes continues, but 
it is not of any great volume. The 
retailer here and there finds it neces- 
sary to piece out stocks. 


We quote from Boston jobbers’ 
stocks: 

Axes.—Without handles, single bit, 
$24.50 per doz. net; double bit, $19.50; 
flint. edge with handle, single bit, 
$18.75. Ship Slinger, unhandled, sin- 
gle bit, $15.10. Flint Edge, with han- 


dle, boys’, No. 2, $12.50; house, 2%- 
Ib., $12.25. Jimdandy, with handle, 
No. 2, $17; house, 2%4-lb., $10.75. 


BALANCES.—Some orders have been 
booked by jobbers the past week for 
balances to be delivered within a month 
or so. Usually at this time of the year 
retail dealers, in looking over stocks, 
find it necessary to buy. 


We quote from Boston jobbers’ 
stocks: 

Spring Balances. — No. 3, $3 per 
doz. list: No. 51, $6; No. 81, $8; No. 


$4, $16; No. 273, $30: No. 87, $84. 
Discount of 85 and 5 per cent. 


BARBED WIRE.—In addition to the 
already representative business booked 











by jobbers, they are taking orders from 
those retailers not already covered on 
spring requirements. It is believed 
more barbed wire will be used through- 
out New England this spring than in 
any recent similar period. 


We quote Boston jobbers’ 
stocks: 


Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.40 per 100 Ib.; 
in less than car lots, $3.65. Two-ply, 
twisted, galvanized, in car lots, $3.40 
per 100 lb.; in léss than car lots, $3.65. 
From store, galvanized, 4-point, 80 
rod reels, $4. 21 ver reel; 2-ply, twisted, 
$3.58 per reel. 


BARN DOOR HANGERS.—Advanced 
orders for barn door hangers are mak- 
ing their appearance in the local job- 
bing market. Business in hangers 
throughout 1925 was remarkably good, 
and 1926 will, it is expected, be as good. 


We quote from Boston jobbers’ 
stocks: 

Barn Door Hangers.—Topping line, 
Storm King, $9.60 per doz. pair net; 
World’s Best, 8; Safety, $12; 
Tandem, $17.76. 


BICYCLES.—An effort will be made 
early this year to round up bicycle 
business. The recent advance in prices 
was hardly enough to be a factor. Re- 
tail stocks are small. Boycycles have 
become a big factor with a large num- 
ber of retailers, who already have 
placed orders for spring delivery in 
quite a few instances. 


We from Boston 
stocks: 

Bicycles.—Men’s 20-in., $28.50 each 
net; 22-in., $28.50; arched bar, $29.50; 
motor bike type with double bar, $31. 


from 


quote jobbers’ 





Women’s, 20-in., $30.50. Girls” 17- 
in., 8. 


, Boycycles.—No. 1, $9 each net; No. 

, $10; No. 3, $13; ‘No. 4, $15. 
BROOMS.— Stable brooms will be need- 
ed within the next month or two, which 
accounts for the slight increase in re- 
tail ordering. 


We quote 
stocks: 

Stable Brooms.—Mixed, No. 8, $10.50 
per doz. net. 


CARPET BEATERS.—Retail dealers 
should size up probable carpet beater 
needs for spring sales. Jobbers are 
carrying a well assorted but far from 
excessive stock. 


from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Carpet Beaters. ve 11, tin, $2 per 
doz. net; No. 12, $1.56 


CEMENTS.— All sian of cement will 
be in larger public demand before we 
realize it. Sales of roofing and pipe 
joint cement should be particularly 
good. Patching plaster is another item 
that should sell well during the next 
few months. 


We quote from Boston jobbers’ 
stocks: 

Stove Lining.—Rutland, No. 3, $2.16 
per doz.; No. 6, $3.60; No. 10, $5.04. 

Patching Plaster.—No. 3, $1.80 per 
doz. — 6, $3; No. 10, $4.20; No. 
15 

Crack Filler.—No. 1, $1.80 per doz.; 
No. 2, $3; No. 3, $4. 20; No. 5, $6. 

Furnace Cement. —Black, in 1-lb. 
cans, 9c. per Ib.; in 5-lb. cans, 7c. 


per Ib. 
Roofing Cement.—In 1-lb. cans, 15c. 


per lb.; in 3-lb. cans, 13c. per Ib.; 
in 5-lb. cans, 12c. per Ib. 
iron Cement.—In 31%-oz. packages, 


$14.40 per gross. 
Liquid Roof Cement.—In_ gallon 
containers, $1.20. 


Pipe Joint Cement.—In 1-lb. pack- 
ages, 20c. 
CHURNS.—Government officials’ tell 


us that with the cheaper feeds and the 
more or less open New England winter, 
production of milk should increase 
rather than decrease. In that event 
churns should go well in the rural dis- 
tricts. 


We quote from Boston jobbers’ 
stocks: 

Churns.—Glass,, 2-qt., $14 per doz. 
net; 3-qt., $17.75: 4-qt., $23. Jars for 
churns, 2-qt., $5.15 per doz. net; 
3-qt., $7.25; 4-qt., $8.50. 

Metal Hand Churns. — One-gal., 
$2.30 each: 2-gal., $2.75; om. $3.50; 
4-gal., $4. 25: 6-gal., $5.25. 


CORN POPPERS.—The season for corn 
poppers is by no means over as is at- 
tested by reorders placed the past week 
with local jobbers. 

We quote from 
stocks: 

Corn Poppers. — Standard makes, 
11%4-qt., $2.75 per doz. net; 2-qt., $3 
and $3.38; 4-qt., $7. 

CULTIVATORS. — Jobbers feel the 
stage is all set for a rattling good 
cultivator business. That is, they feel 
that average retail stocks are small; 
that prices are on an attractive basis; 
and that public needs will be heavy in 
1926. 


We 
stocks: 


Boston jobbers’ 


quote from Boston jobbers’ 





D8 


Cultivators. — Three-prong, $6.72 
9.60. 


per doz. net.; five-prong, 

DRYERS.—Some advanced orders for 
dryers have been placed with jobbers, 
but it will be another week or two be- 
fore wholesalers make their real drive 
for business. The popularity of dryers 
over the old time method of hanging 
clothes lines all around the back of 
the house is generally recognized. 


We quote from Boston jobbers’ 
stocks: 

Clothes Dryers. — Four-line, $5.50 
each net; five-line, $6. 


EGG CARRIERS.—Egg prices have 
come down rapidly of late and many 
producers find it difficult to dispose of 
daily production at profit. One way to 
overcome surplus egg supplies is to 
build up a direct to the home business. 
In that event egg carriers are a neces- 
sity. Retail dealers should look to their 
supply of such merchandise. 


We quote from Boston jobbers’ 
stocks: 

Egg Carriers.— New model egg 
crates, metal capacity, 1% doz., &8&c. 
each net; 2-doz., $1.05: 3-doz., $1.23; 
4-doz., $1.40; 6-doz., $1.75. Regal 
capacity 15 eggs, 14c. each net: 30 
eggs, 26c.; 50 eggs, 47c 100 eggs, 
84c. Cases with fillers, capacity 15 
doz., $1.95 each. Poultry shipping 
crates, $1.68 each. 


GALVANIZED WARE.—Every indica- 
tion points to a good sale of galvanized 
ware during the next few months. 
Pails, garbage cans and tubs should 
move in quantity, and a good steady 
demand for ash cans, sifters and bar- 
rels continue for some time. 


We from Boston 
stocks: 


quote jobbers’ 
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Pails.—Galvanized, 12-qt., $5.10 per 
doz. net; 14-qt., 40 lb. to the dozen, 
et .67; 14- -qt., 50 Ib. to the dozen, 


Tubs. — Wash. No. = $15.44 per 
doz. net; No. 300, $17. 

Ash Cans. — No vise, $2.25 each 
net; No. 190, $4; No. 171, $3.50; No. 
181, $3.88. 

Sifters.—No. 19, $3.68; Favorite, $6; 

tapid, $8.40; Success, with cover, 
$7.25; Triumph Rotary, in crates of 
two, $2.33 each. 

Garbage Cans. —Dover line, No. 4, 
$1.05 each net; No. 2, ; No. d: 
$1.68. Underground, No. 2, $10.5 
No. 3, $13 


HEATERS.—Many retail dealers in- 
terviewed the past week say heaters 
have not gone as well so far this winter 
as anticipated. Weather conditions 
have not been favorable for their sale, 
but unquestionably will be so from 
now on. 
We 
stocks: 
Heaters. — Universal line, 
£9953, plain standard, 12-in. bowl, 
lots of less than 3, $5 each net; lots 
for the lot. No. E9955, 
2-in. bowl, less than 3, $5.34 
; lots of 3, $15.30 for lot. No. 
5 plain, 14-in. bowl, less than 
"$5. 65 each; lots of 3, $16. 20 for lot. 
£9927, less than 3, $4.35 each; 


$12.60 for lot. 
in assortment 


from Boston jobbers’ 
No. 


quote 


Not 
lots of three, 
reflector, 10-in. bowl, 
only, No. 1 assortment, three heat- 
ers, one each royal blue, mahogany 
red, sage green, $10.50 per assort- 
ment; No. 2, three heaters, one each, 
old rose, ivory, French gray, $10.50. 


MASONS’ TOOLS.—Early spring will 
find an urgent need for all kinds and 
makes of masons’ tools, consequently 
jobbers are preparing to solicit busi- 
ness during the next few weeks. 


We from Boston jobbers’ 
stocks: 


quote 
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Masons’ Tools.—Bags, 18-in., $24 
per doz. net; 20-in., $27; Pe" -in., $30; 
24-in., $33 Hawks, 13 x 13 x 3/32-in., 
$20 per doz.; darbies, 3% x @ x 


3/32-in., $22; flats, 5 x 12-in., $12. 


MATS.—The demand for mats has held 
up remarkably well, and there is noth- 
ing which indicates any material fall- 
ing off in trade within the near future. 


We quote from Boston jobbers’ 
stocks: 

Mats.—Cocoa, No. 1, 58c. each net; 
No. 2, 73c.; No. , 938c. Keystone 
flexible steel wire mats, No. 2, $1.47 
each net. 


MOPS.—A slight reduction in prices 
on some styles of O-Cedar mops has 
been made by jobbers following the 
receipt of new lists from manufactur- 
ers. New prices follow: 

We quote from Boston jobbers’ 


stocks: 

Mops. — O-Cedar line, without 
handles, 3 
No. , : 
16, $6. Dry duster, No. 9, $12; 
$3 per doz. extra interchangeable: 
No. 1, $15 per oa list: No. 2, $21; 
No. 5, $15: No. $21. Floor, No. 22, 
$2 each. —— ot 44, $6 per doz. 
Clothes No. _ 20 doz. Discount, 
33% per gg 

Cotton Mops. — Eureka line, 9-lb. 

twine, 


twine, $4.15 per doz.; 12-lb. 
$5.50. 


POSTHOLE SPOONS.—Already job- 
bers have taken business for posthole 
spoons to be delivered within a month 
or so. The real buying movement prob- 
ably will not start before a fortnight 
or so. 


We quote 
stocks: 

Posthole Spoons.—Ames 
handles, $32 per doz. net; 
dles, $34. 


from Boston jobbers’ 


lines, 7-ft. 
8-ft. han- 











runner where he ran outside. 


In one of the big college foot- 
ball games last fall one of the 
players of the team which was 
on the defence intercepted a 
forward pass and ran 85 yards 
down the field for a touchdown. 
The quarter-back of the team 
which had been on the offen- 
sive and, of course, who had the running of that 
team in his hands, thought he noticed that the 
runner went out of bounds and, in the presence 
of over 80,000 persons, he rushed across the field 
to the referee, shaking his head, his disappoint- 
ment bringing his anger up to the boiling point. 
For some minutes he stood there arguing his case 
with vehemence, even pointing out what he con- 
sidered to be the cleat marks of the shoes of the 
Because he was a 
gentleman he finally cooled off, accepted the de- 
cision and went back into the game; but it was 
only the second play thereafter that his head coach 


Getting “‘Het Up”’ 


that “play” 


the play. 


sent in a substitute to take his place and to call 
him out of the game. 

The man who loses his temper, whether in a 
football’ game or on the battlefield of retailing, 
has lost his ability to function properly and effi- 
ciently. Football head coaches know that fact, 
but not all retail proprietors do or, if they do, 
not all of them make use of their knowledge. 

The clerk who is found arguing with a customer 
with any even slight showing of anger had 
best be sent to “the side lines” at least as far as 
is concerned. 
floor walker is wise who acts upon that basis. 
it may rightly be said that anger has no place 
even upon the football field, how much of a place 
has it behind the counter or anywhere within re- 
tail establishments? 
really angry man is at least temporarily crazy; 
and, under such mental conditions not even the 
clerk himself or herself should want to be kept in 


And the proprietor or 
If 


Somebody has said that a 
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Good Holiday Trade in Northwest— 
Coming of Inventory Finds Retail Stocks Low 


(Minneapolis office of HARDWARE AGE) 


HE entire attention of the dealers in the Twin City territory 
in all lines is centered in the final sales for the holiday season, 
as this is being written, with jobbers standing by to supply 


at short notice the necessary fill-ins in stocks. 


Everything indicates 


totals in the way of sales which will be very satisfactory. With the 
‘smoke of the sales battle” cleared away after the first of the year, 
the dealers are quite sure to find a good sales record for the holidays. 

Road salesmen are in for the annual sales conference in nearly 


all the houses. 


There is practically nothing for them to do on their 


regular runs, and this time offers an opportunity to hear the plans 


for the coming year, in regard to sales policies. 


Inventory is the 


next big thought with the dealers, and they are already placing their 


stocks in shape for this annual grind. 
are given little time in the stores. 


and the totals are known, salesmen 


ASH SIFTERS.—Sales have improved 
in the past few weeks. Stocks are 
well assorted, and prices steady. 


We quote from _ jobbers’ stocks, 
f.o.b. [win Cities: Wood square ash 
Sifters at $2; metallic rounds, $4.25: 


and wood barrel at $6 per dozen, net. 


AXES.—Winter sales are well under 


way. Stocks are well filled, and prices 
unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $14.50, and double bit 

base weight axes at $19.50 per doz., 

net. ° 
BALE TIES.—Demand has slackened 
down lately. Stocks are being graded 
down, and prices show no changes. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Single loop bale 
lies, 9144 x 14, $1.50; 9% x 15 36; 


414 x 14, $1.53. 


BOLTS.—Demand is somewhat lighter 
at present. Stocks 
lower for the inventory time. 
show no changes. 

We quote from stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; stove bolts at 75 per cent, 
and lag » per cent from 


screws at ow 
list. 
BRADS.—Sales show a dropping off 
of building activities. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
Ib. boxes at 75 per cent from lists. 

BUILDERS’ HARDWARE.—There is 
still a fair demand for finishing hard- 
ware, as building operations are being 
pushed, regardless of the 
Prospects are for another good year in 
the building lines, and dealers are 
contemplating stocks accordingly. 

COAL HODS.—Sales are good, with 
stocks heavy enough to draw from, for 
all needs. Prices are unchanged. 


jobbers’ 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 
japanned funnel hods, 17 in., $4.50; 
18 in., $5.15; galvanized open, 17 in., 
$5: 18 in., $5.50; galvanized funnel, 


17 in., $6.45, and 18 in., $7 per dozen, 
net. 


have been run | 
Prices | 


weather. | 


Until that is out of the way, 








| 


| 


DAMPERS.—Sales are fair, with no 
change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron, wood 
handle dampers, 6 in., $1.40, and cast 
iron, coil handle, 6 in., $1.20 per doz., 
net. 


EAVES TROUGH CONDUCTOR 
PIPE AND ELBOWS.—Current sales 
are light, with stocks graded down to 





a low point. There is not much in- 
terest in future orders at present. 
_ Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint 28 ga., 
®» in. single bead eaves trough at 
$6.05 per 100 ft.; 29 ga., $5.50 per 
100 ft.; 28 ga., 3 in., elbows, $1.73 








| 
| 


i 
| 
| 


| 


per dozen, net. 


FIELD FENCE.—Dealers are waiting 
until after the inventory to place 
orders for this line of materials. Fu- 
tures have been rather good during the 
past month. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 


of fence at $30.04 per roll with other 

sizes and weights in proportion. 
FILES.—Holiday demand for files has 
been good. Stocks are in fair shape 
with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Sales 
very good, with stocks being graded 
down to as low a point as possible. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.50; No. 2, $8.25; 
No. 3, $9.45; heavy tubs, No. 1, 
$12.60; No. 2, $13.80: No. 3, $15.00; 
standard 10-qt., pails, $2.70; 12-at., 

















| 


| time of year. 


are | 


$3.05; 14-qt., $3.40; stock pails, 16-qt., 

$5, and 18-qt., $5.50 per dozen, net. 
GLASS AND PUTTY.—Sales have 
been exceptionally good during the 


past two months. Prices are steady 


as last quoted. 


stocks, 
prices, 
S35 per cent; 
per cent, and 
in 50-Ib. drums 


jobbers’ 
Minn. 


We 
f.o.b. 
single 
double 
strictly 
at $4.85 


quote from 
Twin Cities: 
strength glass, 
strength, S85 
pure putty 
cwt., net. 


HAMMERS AND HATCHETS.—De- 
mand for small tools for holiday trade 
has been fair. Stocks are still well 
filled, and prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers at $12.60; 
Plumb No. HF81, $10.50; Plumb No. 

2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2, claw, $12.50 
per dozen, net. 


ICE CREAM FREEZERS.—tThere is 
some demand in a retail way for this 


line. Dealers have been ordering for 
future business at a fair rate. Prices 
show no changes. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Peerless ice cream 


freezers, 1 qt., $2.10; 2 qt., $2.45; 
3 qt., $2.95; 4 qt., $3.60; 6 qt., $4.55 
and § qt., $5.90 each, net. 

Arctic freezers, 2 qt., $2.30; 3 qt., 


$2.78; 4 qt., $2.98; 6 qt., $4.30. . 
Whité Mountain, 2 qt., $2.83; 3 qt., 


3.38; qt., $4.13; 6 qt., $5.23 each, 
net. 

Auto vacuum freezers at 33% per 
cent from list prices. 

Alaska Freezers, 1 qt., $2.95; 2 qt., 
$3.45; 3 qt., $4.10; 4 qt., $5; 6 qt., 
$6.30; S qt., $8.20; 10 qt., $10.75; 12 
qt., $14; 15. qt., $17; 20 qt., $21.50. 
Discount, 20-10 per cent. 

Alaska Gray Goose Freezer, 1 qt., 
$3.35; 2 qt., $3.90; 3 qt., $4.65; 4 qt., 
$5.70; 6 qt., $7.25; 8 qt., $9.35; 10 qt., 
$10.50. Discount, 20-10 per cent, 

NAILS.—Call for nails has shown a 





grading down with the end of the year. 
Building has progressed at a very good 
rate, and still is under way, but not so 
rapidly as during the better weather. 
Stocks of nails have been graded down 
for inventory, by both dealers and 
jobbers. Prices have not changed. 

We from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg base, and cement 
coated wire nails at $2.40 keg, base. 

OIL HEATERS.—Sales still are fair, 
with ample stocks on hand. Prices 
have not changed. 

We quote from 
f.o.b. Twin Cities: 
japanned polished 
and No. 616, nickel 
$5.52 each net. 

OIL STOVES, OVENS AND WATER 
HEATERS.—Sales are normal for this 


Dealers have ordered to 


quote 


jobbers’ stocks, 
No. 12 oil heaters, 
steel, $3.66 each, 
polished steel, 





some extent for the coming season. 
Prices have not changed. 
Prices to retailers f.o b>, Twin 
Cities: 
Oil Cook Stoves 
PERFECTION— ’ 
No. 72 2 burners.... $17.50 
ek ee I. od we eeaden 22.50 
om. Te & BPOOR 66.6630 6 awd ; 28.50 
No. 75 5 DUPMePB..ccecccccccccs Sn 
Perfection dealer’s discount, 30 and 


5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

PURITAN— (Improved Model)— 

ae, Gee es 6-6 0.w 000 080.8 tO 0's $17.50 
Se 2 el ere 22.50 
No. 44 4 burners......... tenes 
Puritan discounts same as Jeéwrfec- 

tion. 

NESCO— pee 
No ee re $9.50 
NB rare 17.35 
a a 2 rr. tc etescce Bee 
Mo. 26 4 DUPMOTB. ..ccccrccccce Bnew 
No 215 5 burmers......-...--05 O00 
No. 1102 high shelf onlv........ Dd. 2a 
No. 1103 high shelf only........ 6.50 
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No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Nesco dealer's discount, 30 and 5 

per cent. 
Ovens 
PERFECTION— 
No. 211 1  #42burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door. 4.90 
No. 122G 2 burners glass door. 6.00 
Se 2 een 15 

Dealer’s discount, on 10 or more, 
30 and 5 per cent, less than 10, 30 
per cent. 

PURITAN— 
No. 42G 2 burners glass door...$5.50 

Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

NESCO— 
No. 05 1 burner solid door....$2.10 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No. 10 1 burner glass door.... 4.40 
No. 0620 2 burners solid door... 5.15 
No. 20 2 burners glass door... 5.40 
No. 030 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.70 

Dealer's discount, 30 and 5 per 
cent. 

Water Heaters 
ee mre $45.00 
Perfection No. 412 ....cccccces 40.00 
Ferree FeO. EEE cove cccecsees 80.00 

Nesco discount, 30 and 5 per cent: 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 

Wicks, Etc. 

Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Call 
for paints has held up very well. In- 
terior decorating work is now the main 
interest with the dealers. Stocks are 
being ordered for the coming year at 
a fair rate. Prices show no changes. 


We quote from jobbers’ stocks, 
fob. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lons eans, and white lead in 100 Ib. 


$14.29 ewt., net. 
PAPER.—Present demands are rather 


kegrs at 


light, with stocks at a low point with 
the dealers. Future orders are being | 
made up. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 ewt., and tarred felt at $3.35 
CWHL.. net. 


PYREX OVENWARE.—tThe past few 
weeks have been good ones for sales 
of this line, and stocks have been taxed 
to a high point to supply the demand. 
Prices are still steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17: No. 202 pie plates, 50c. No. 
219 pie plates, 67¢c.; No. 212 bread 
pans, 60c.: No. 231 utility pans, 67c.: 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each net. 











HARDWARE AGE 


REGISTERS.—Call for registers is 
normal for this time of the year. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters at 20 per cent and steel regis- 
ters at 40 per cent from lists. 


ROPE.—Some orders for spring de- 
livery have been booked. It is thought 
that there will be a good market next 
spring. Prices are unchanged. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%c. Ib. base, and best 
grade sisal rope at 19%c. lb. base. 


SASH CORD AND WEIGHTS.—Sales 
are rather light, with ample stocks on 
hand. Prices have not changed. 


We jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%c. Ib.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 


SCREWS.—Call for screws is normal, 
with stocks in fair shape. Prices are 
unchanged. 


We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws, 7-25 per cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent: 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 


quote from 


jobbers’ stocks, 


| SIDEWALK SCRAPERS.—Sales are 


very good, with stocks well filled. 
Prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s side- 
walk scrapers at $5 per dozen, net. 


SKATES.—This is the time when 
dealers and jobbers alike are selling at 
a high rate of speed in this line. Every 
store is filled with eager buyers, and 
extra salespeople are turned into the 
departments. With every city and 
town in the “cold states” turning to- 


ward plans to provide rinks, dealers | 


are reaping a harvest. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skKates, $4 pair: 
North Star aluminum finish tube 
skates and shoes, $7.25 pair: nickel 
finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and nickel finish, 


$6.50 pair. 
SNOW SHOVELS.—Sales so far have 
been rather light in the storés, but 
prospects are good for heavy demand 
soon. Stocks are well filled, awaiting 
the call. Prices have not changed. 


We jobbers’ stocks, 
f.o.b. Wood snow shov- 
els, $19: steel blade, straight han- 
dle, $4.50 galvanized steel blade, D 
handle, 15% x 17, $10.80, and 16 x 
21, $11.50 per dozen, net. 


quote from 
Twin Cities: 
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SOLDER.—Call is rather light, with 
prices holding steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 42c. lb. and strict- 
ly half and half solder at 4l1c. Ilb., net. 


STEEL SHEETS.—Demand is light, 


with stocks ample for the call. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b Twin Cities: Black steel sheets 
at $4.35 cwt. and galvanized steel 
sheets at $5.60 cwt., base. 


STEEL TRAPS.—tThere is a good de- 
mand for traps wherever trapping is 
possible. Predictions are for a good 
year in trapping. Prices are steady 
and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Triumph No. 0 
traps, 9c.; No. 1, 22c.; No. 1%, 
18%c.; No. 2, 25%c.; No. 3, 41%c.; 
No. 4, 50%c.; No. 115, 15c.; No. 215, 
2948. ; No. 315, $1.15; No. 115X, 
20%c.: No. 215X, 30%c. each; Victor, 
No. 0 traps at $1.10; No. 1, $1.38; 
No. 1%, $2.44; No. 2. $3.36 Oneida 


jump traps, No. 0, $1.59; No. 1, $1.83; 
No. 1%, $2.81 per dozen, net. 
STOVE BOARDS.—Demand is even, 
and rather light. Prices have not 
changed. 
We quote from 
f.o.b. Twin Cities: 


boards, 28 x 28, 
$19.70; 36 x 36, 


net. si 
STOVE PIPE AND ELBOWS.—Call 


is fair, with stocks ample for the de- 


jobbers’ stocks, 
Crystallized stove 
$16.95; 30 x 30, 
$27.45 per dozen, 


mand. Prices show no changes. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Uniform, blued, 
28 ga., 6 in., knocked down stove 
pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 in., 


$1.30, and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


STOVE SHOVELS.—Call is good, with 
stocks heavy enough for all demands. 


Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14% in. 
stove shovels, 50c.; Jumbo, 21% in., 
$1.55: Jumbo, Jr., 14 in., 85c. per 
dozen, net. 


TORCHES.—Dealers are considering 


future needs in this line. There is 
some current demand in a retail way. 


Stocks are in fair condition, with 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 
Line, No. 43, at., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
$7.48; No. 49, qt., $8. 54: No. 52, pt. 
(flat), $6.96 each. Turner Standard 
line; No. pt., $5.33; No. 14, pt., 
$5.76; No. 22, at., $6.53; No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, qt., $6.79; No. 93, qt., 
$7.42 No. 105, pt., 4.88: No. 205, 
qt., $5.25 each Turner Fire Pots; 
No. 53, $7.20; No. 63, $7.97; No. 66, 
$10.18: No. 76, $7.13; No. 34, $8.67 
each, net. 








Douglas MacLean to Help Sell 


Yale Locks 


ELLING locks and selling a fea- 
S ture picture are two very different 

lines; yet there are occasions when 
a little cooperation can be turned to 
good advantage by both classes of re- 
tailers. 

The 

Co. has 


Yale & Towne Manufacturing 
just opened for its dealers one 
such interesting opportunity in the 
Paramount Picture, “Seven Keys to 
Baldpate,” starring Douglas MacLean. 


The screen story deals with locks 
and keys, and the misfortunes of Doug- 
las MacLean, the sole legitimate guest 
of Baldpate Inn, because of six un- 
known keys. 

Tying up with this picture, the deal- 
ers are pointing out that a Yale night 
latch or deadlock would have prevented 
some very uncomfortable situations for 
Douglas MacLean and that it will like- 
wise secure the home or busitess build- 
ing against unwelcome visitors. 

A three-color display card carrying 
the selling slogan “There were seven 


keys to Baldpate. None of them were 
Yale keys,” has been sent out to all 
Yale dealers. Special newspaper ad- 
vertisements have been prepared, and 
in addition the hardware dealers are 
offered an opportunity for cooperation 
with the local theater manager in plan- 
ning special publicity stunts, theater 
displays, contests and direct mail ad- 
vertising. 

It is an interesting merchandising 
idea, which has proved very successful 
in other lines and should prove equally 
successful for locks and hardware. 
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Pittsburgh Market Experiencing Holiday 
Lull—Outlook for 1926 Favorable 


(Pittsburgh office of HARDWARE AGE) 


ARDWARE business in this territory is seasonal; the holiday 
rush being over, attention now is being given to year end in- 
ventories and in the meantime jobbers on account of inabil- 

ity to interest retailers in supplies are taking the time to go over 
their stocks and accounts. It is generally held, however, that with 
this matter of checking up out of the way, business will come up 
strongly again. It is observed that retailers have not been overbuy- 
ing for a long time and that while unfavorable conditions in the coal 
industry have operated against a full clearance, it is believed that 
retailers’ stocks will stand considerable replenishment. There are 
also ahead the demands for early Spring, which have been only 
partly covered. There is more stability to prices of basic materials 
than has been true for some time and it is figured that the desire for 
profit being stronger than that for record production will obviate 
a good deal of the price irregularity and weakness. One marked 
cause for hesitation on the part of distributors is price uncertainty. 

Leading makers of carpenters’ tools have issued new price lists, 
dated Jan. 1. Levels are raised approximately 10 per cent, the aver- 
age being raised by the comparatively stiff advance in metal levels. 
Other items hold at or near pre-levels. A new schedule of discounts 
on strap and T hinges and wrought butts, does not materially alter 
the present ones. These are the week’s most important price devel- 


opments: 


ALARM CLOCKS.—Good demand still 
is reported for alarm clocks by local 


jobbers. 

Jobbers quote: 

Westclox line, America, $1.05 each; 
Blackbird, $1,76; Sleepmeter, $1.40; 
Jack O’Lantern, $2.10; Big Ben, 
$2.29; Big Ben luminous, $3.16; Baby 
Ben, $2.20; Baby Ben _ luminous, 
aT 58: Pocket Ben, $1.00; Glow Ben, 


AXES.—There is a steady demand, but 
chiefly in the light weights, which are 
more commonly used in this section. 
We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes 
base group (3 to 3% lb. or lighter) 
single bit, $14 per doz.; double bit, 
60c. per doz. advance over base, $19; 
No. 2 group (3% to 4% Ilb.): No. 3 
group (4% to 4% Ib.) $1.20 over base; 
No. 4 group (4% to 5% lb.) $1.80 over 
base: handled axes, hase group, single 
bit, $18.25 per doz.; double bit, $23.25 
per doz. 


BATTERIES. — Demand for this line, 
particularly for radio use, is not dis- 
turbed by inventory or other considera- 


tions. 

Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 

Broken Unit 

Packages Packages 

Mach Each 
SS eee $1.05 $0.97 
| ee .22 1.14 
Pk, Se Lneeddewceea 1.32 1.22 
SS ae 1.40 1.30 
 , errr, 2.62 2.44 
-  iicepenebewe 2.62 2.44 
at a ac alae 3.33 3.00 
Je. Pee .42 .39 

No. 6 dry cells, ignition type, 30%c. 
each, 

Flashlight.—No. 935, 9%%c. each; 
No. 950, 10%c.; No. 790, 22c.;: No. 
705, 21%c.; No. 750, 18c¢c.; No. 751, 
24c. 

Hot Shot.—No. 1461, $1.70; No. 
1662, $2.35, 

BASKET BALLS AND NETS.—Fairly 





wel! sustained demand is reported. Job- 
bers quote: 























Reach, Official No. 0, $10 each; 
Regulation, No. 1%, $6; Practice No. 





ae. $4; Nets, Reach, No. N, 90c. 
CARPENTERS’ TOOLS.—New prices 


have appeared on the Dission, Stanley, 
Empire and Sand lines. No changes 
have been made of importance in gen- 
eral tools, but there is an average ad- 
vance of about 10 per cent in levels, 
with metal levels showing the greatest 
advance. 


GAME TRAPS.—Snow in the country 
has helped the trappers and also the 
sale of traps. 


Jobbers quote: 

Coil spring, No. 1, $1.28 per doz.; 
Victor, No. 1, $1.38; Triumph, No. 1, 
$1.38; jump, No. 1, $1.83. 


HINGES.— ‘New discount schedules 
have been issued by leading makers 
dated Jan. 1, on strap and T hinges and 
wrought butts. There is practically 
no change from the former schedules. 


HORSE SHOE CALKS.—tThis line is 
doing well as the going gets harder 
for horses with snow and ice. 


Jobbers quote: Neverslip and Giant 
drive calks at 20 per cent off list and 
screw calks at 15 per cent off list. 


BOLTS, NUTS AND RIVETS.— Makers 
of bolts and nuts in this district com- 
ment on the fact that the year-end in- 
ventories this year have had less effect 
than usual on orders. There is some 
irregularity in large rivet prices at 
factories, but as a rule makers are ad- 
hering well to the advance made about 
60 days ago. Demands upon jobbers 
are moderate. 


We quote out of jobbers’ stocks as 
follows: 








Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 

10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list; c.p.c. 
and t. blank or tapped, 3.35c. off list; 
rivets, small wagon and tinner’s, 60 
per cent off list. 

ICE CREEPERS.—Good demand is re- 

ported by jobbers for this line, but that 

is natural at this time of the year when 
snow and ice are fairly common. 

Jobbers quote: - 

Security, $3 per doz.; Instep, $3.25; 
Newark, $3.60; Blue Ribbon, $3.75; 
Fit all, $4.50. 

SKATES.—The stronger demand is for 
skating sets for ice skating and jobbers 
still find the movement of regular ice 
skates rather sluggish. Roller skates 
have quieted down with the passing of 
the Christmas demand. 

Jobbers quote: 

.Roller Skates. — Union Hardware 
Co. line, No. 2, 65c. per pair; No. 3, 
75c.: No. 10, $1.05; No. 6, $1.50; 
Meade line, No. 38%, $1.50; No. 38, 
1.60. 

Ice Skates. — Winslow line, No. 
2110, 82c.: No. 2110 L. S., $1.15; No. 
2120, $1.20; No. 2120 L. S., $1.40. 

SHEET METAL.—Jobbers’ prices of 

sheet copper have been marked down 

in keeping with the recent recession 
in mill prices. No change is noted in 
sheet zine prices. Trading suffers 
somewhat from the year-end inven- 


torles. 

We quote sheet copper at 22%c. per 
lb. from jobbers’ stocks in lots of 
300 Ib. or more and 26%c. per Ib. in 
single sheets; sheet zinc, l4c. per 
lb. in loose sheets: 13c. in 100 Ib. 
casks; 12%c. in 300 lb. casks and 
12%c. in 600 lb. casks. 


SHEET STEEL.—Warehouse business 
in sheets has been very good this year, 
but there is not much activity at pres- 
ent on account of inventory considera- 
tions. The sheet makers are busy and 
have generous order books. Independ- 
ent manufacturers in the first half of 
December operated almost 98 per cent 
of the total number of possible work- 
ing turns and it is reported that De- 
cember shipments will run fully 5000 
tons over those for November. The 
automotive industry has ambitious 
plans for 1926 and sheet makers ex- 
pect some difficulty in keeping up with 
the demand if they materialize. 


Prices out of Pittsburgh jobbers’ 
Galv. flat, No. 28 gage, $5.60 
- corrugated No. 28 
gage, 2%-in., $4.74 per square; one 
pass cold rolled black, No. 28 gage. 
$4.35 base per 100 Ib. Armco ingot 
iron galvanized flat No. 28 gage, $6.35; 
Toncan metal galvanized flat, No. 28 
gage, $6.35; all for lots of one to nine 
bundles. 


SIDEWALK SHOVELS AND CLEAN- 
EPS.—Demand for this line is season- 


ally good. 
Jobbers quote: ; 
Cleaners, No. 5, $4.20 per doz.: No. 
6, $5: No. 7, $7.20; No. $8.40; 


shovels, wood, D handle, $6 per doz.; 
long handle, $5.50; galvanized steel, 
$11: black spring steel, $19. 
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Cincinnati Sales Ahead of Last Year’s— 


Record Sale of Holiday Merchandise 


(Cincinnati office of HARDWARE AGE) 


ITH the end of the year only a few days distant, Cincinnati 
jobbers estimate that their volume of business for 1925 will 
exceed that of the previous year by a narrow margin. While 

total sales have not reached the proportions that the trade had an- 
ticipated, conditions have been about normal and the improvement 
in retail circles has been noticeable. 

Movement of holiday merchandise has been excellent. Sales by 
both jobbers and retailers have been large, and the demand for 
goods packed in holiday boxes has been heavier than ever before. 
The brisk business is especially notable in electrical appliances and, 
in some cases, stocks have been exhausted and jobbers have been 


unable to obtain rush shipments. 


The call for winter goods has been moderate, while the orders for 


spring merchandise have been sparse. 


Bookings for the spring sea- 


son will probably be few until next month, when a considerable de- 
mand is expected to develop. Staple items have shown increased 


sales. 


Prices are firm and no changes of consequence have been made in 
the past two weeks. It is unlikely that there will be any radical 
fluctuations in quotations in the immediate future. 

Jobbers now have their men in from the road for the holiday sea- 


son, and they will not go out again until Jan. 4. 


AUTOMOBILE ACCESSORIES.— 


Movement of holiday goods has en- 
livened the market. Total sales in the 
past two weeks, however, have been 


only moderate in volume due principal- 
ly to the mildness of the weather. Job- 
bers have liberal stocks of skid chains, 
radiator covers and alcohol, as well as 
other winter goods, which will not sell 


of cold, snowy weather. Prices have 
not changed. 
We quote from Cincinnati jobbers’ 
stocks: 
Aicohol.—63c. gal. 
charge of $6 for drum, 
will be refunded upon return of 
drum in good condition. 
Tires.—30 x Reaver fabric, $7; 
30 x 3% Beaver cord, $11.50; 30 x 3% 
Badger cord, $15; 30 x 3% Commer- 


in oO gal. drums; 
which money 
the 


cial cord, $17.75. 

ubes.— 3) x 3% #=standard= gray 
tubes, $2.25 

Chains.—MceKavy tire chains, 1 to 9 
pairs, 30 per cent off list: 10 to 49 
pairs, 35 per cent off list: in lots of 
o” pairs, 40 per cent off list, 30 x 
314, $4.50; 31 x 4, $5.50; 33 x 4. $5.75; 
34 x 4%, $6.75; 30 x 5, $6.75; 32 x 5. 
$7.50 Standard balloon tire chains, 
-3 X 440, $5: 29 x 495, $5.50; 30 x 577, 
$7; 32 x 577, $7.50: 35 x 660. $10. 

Radiator Covers.— Ford radiator 
end engine covers; for 1924 and 1925 
models, $2.25 each: for 1926 models. 
$2.55 each: radiator covers only: for 
1924 and 1925 models, $1: for 1926 
models, $1.05 each. 


AXES.—Jobbers are well satisfied with 
the merchandise which they have dis- 
posed of in the past two months. Sales 
of axes have been good and retailers 


! 


} 


' showing 





weight handle axe, $19.65: Dread- 
naught single bit base weight un- 
handled axe, $14.85; double bit base 
weight handle axe, $24.75: double bit 


base weight unhandled axe, $20. 
BOLTS AND NUTS.— With prices 
strength and retailers pur- 
chasing goods in sizable lots the mar- 
ket is in a good condition. There is a 


. oer contemplated upward swing in prices 
in sizable quantities until the advent | F P E P a 


but no definite announcement has been 
made to date. 

We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off; car- 
riage boits, large, 50 off: small, 50 
and 10 off: stove bolts, 75 off: semi- 
finished nuts, 9/16-in. and smaller, 75 
off; larger sizes, 65 


AGRICULTURAL 


‘> . 


HANDLES. — At- 


tention to Christmas trade has given 


retailers little opportunity to buy 
spring goods. Consequently, only a 
few scattered orders for agricultural 


have been inclined to carry a consider- | 


able stock to cover their requirements. 


Buying has fallen off somewhat because | 


of the nearness of the holidays. Quota- 
tions are firm. 
We 


stocks 


jobbers’ 
hit hase 


(Cincinnati 
singl 


from 


quote 
adnaught 


I pre 


‘the coming year. 


handles have been placed, but a pickup 
in demand is expected in the next 
month. 
prices for spring delivery. 
‘e quote from Cincinnati jobbers’ 
stocks: 

Hav 
bent 


$2.85; 5%-ft. 
long manure 


fork, 5\%-ft., 
hay fork, $3.50; 

fork, $2.45: cotton hoe handles, $1.85; 

wood IT) shovel handle, $4.80. 
BUILDERS’ HARDWARE.—Compara- 
tively mild, clear weather has been of 
tremendous assistance in prolonging 
the outdoor building construction sea- 
son. Figures recently made public by 
the city of Cincinnati reveal that more 
building was done in 1925 than in any 
previous year in the city’s history and 


the outlook is exceptionally bright for | 


excellent construction program in 
Prices are the same. 


an 


Local jobbers are now quoting | 


We quote from Cincinnati jobbers’ 
stocks: 
Hinges.—Heavy, 60, 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10, 10 and 5 off. 
Hasps.—Common hinges, 70 off; 
safety hasps, 3-in., 9%5c., single per 
doz.; 4%-in., $1.25; 6-in., $1.75. 
Butts.—Steel, dull brass and an- 
3% x 3s, 


10 and 10 off; 


tique copper, case lots, 3% 2 
20c. per pair net; 4 x 4, 28c. In less 
2I2C 4 . > 


than case lots, 3% x 3%, 22 
30c, 

EAVES TROUGH AND CONDUCTOR 
PIPE.—A fair demand still persists 
for eaves trough and conductor pipe. 
While the main season has passed, a 
steady call from the retail trade in- 
dicates sustained interest on the part 
of the public. Prices have not been 
altered. 

We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in., eaves trough, 
$6 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.: 3-in. corrugated conductor el- 
bows, $1.94 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. 


ELECTRICAL GOODS.— An _ almost 
unprecedented call for electrical mer- 
chandise for the holidays has been ex- 
perienced this month. The demand for 
vacuum cleaners has been exceptional 
and, in several cases, jobbers have ex- 
hausted their supply and have been 
unable to secure additional stock to 
satisfy the needs of their customers. 
Vacuum cleaners have by no means 
monopolized interest in the electrical 
field, because the sales of percolators, 
irons and lamps, as well as other goods, 
have been gratifying. 
'FILES.—Business is of satisfactory 
| proportions, and jobbers state that the 
retailers are moving their stock at a 
moderate rate. Prices remain the 
same. 
We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 40, 10 


and 10 off list; Keystone files, 79, 19 
and 5 off list. 


GALVANIZED WARE.—Discussion of 
an advance in jobbers’ prices has been 
indulged in by local jobbers, but no 
definite results have yet materialized. 
Sales have been excellent and the total 
business for Pecember will reach con- 
siderable proportions. 











We quote from Cincinnati jobbers’ 
stocks: 
Galvanized Pails.—10-qt., $2.25 per 
| doz.; 12-qt., $2.45 per doz.; 14-qt., 
2.75 per doz.: 16-qt., $3.35 per doz.; 


galvanized tubs. No. 1, $6.40 per doz. 
GARDEN HOSE.—While jobbers have 
set their schedule of prices on spring 
goods, orders for garden hose have been 
negligible. Buying is not expected to 
| assume commanding size until well 
into January. 

We quote from Cincinnati jobbers’ 
stocks: 





Rubber Hose.-—j-nly, “%-in., 814¢ 
| per ft. in 50-ft. lengths; 6-ply, 14-in., 
| l0c. per ft. in 50-ft. lengths; T7-ply, 

%-in., 12c. per ft. in 50-ft. lengths; 
| double braid in “%-in., 500-ft. coils, 
10¢c. per ft. 


GARDEN TOOLS.—Retailers have not 
| yet begun to buy extensively, and it is 


Reading matter continued on page 64 
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Beauty stands right out in this fence—strength 
is there, too. It requires no rail at top or bot- 
tom—hangs straight—stays put—is rigidly 
reinforced, and maintains its height. 


Now made in both grades—galvanized before 
and after weaving. The latter is recommended 
because of its greater durability and rust- 
proof qualities, 


Put up in bales of 150 lineal feet in 2 in. and 
| in. mesh in even inch widths from 12 to 


72 ins. 


Backed by a quality standard and reputation 
that has made WICKWIRE BROTHERS 


Products famous for over 50 years. 


~~ 
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unlikely that spring business will de- 
velop for a few more weeks. Prices 
on spring goods were recently set and 
no change is anticipated in the near 
future. 

from Cincinnati jobbers’ 


We quote 
stocks: 

Forks. — 351}e lowa hay forks, 
$12.25 doz.; 044% Iowa manure 
forks, $15.60 doz.; OHW Iowa spad- 
ing forks, $19.80 doz. 

Rakes.— 14SM _ rakes, $5.64 doz.; 


No. 314 Peerless rakes, $9.84 doz. 
GAME TRAPS.—Jobbers report that 


there is an active demand for game 
even though the season is well 


traps, 
advanced. Prices are firm. 
We quote from Cincinnati jobbers’ 
stocks: 7 
Victor Game Traps.— No. 0, $1.10 
each; No. 1, $1.38 each; No. 1%, 
$2.44. 


GLASS.—Quietness prevails in the 
market. Both jobbers and retailers are 
in the midst of their dull season and 
little improvement is expected for 30 
days. Prices are the same. 

We from Cincinnati jobbers’ 
stocks: Single strength A and B, 
first three brackets, 87 per cent dis- 
count; double strength A, 8&7 per cent 
discount: double strength B, 88 per 
cent discount. 

HAMMERS AND HATCHETS.—De- 
mand has been maintained at a fairly 
high level and retailers have been mov- 
ing their stock freely. Jobbers are 
pleased with the volume of business 
they have done recently. Prices are 


quote 


firm. 

We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy Scout, $11 doz. 

ICE CREAM FREEZERS. — While 


prices for the spring trade have been 
announced, retailers have been too en- 
grossed in their Christmas trade to 
turn their attention to the ordering of 
merchandise for late spring delivery. 
A few scattered orders, however, have 
been booked locally. Prices are steady, 
and will remain unchanged. 


jobbers’ 


We quote from Cincinnati 
stocks: 

Peerless.—2-qt., $3.45; 3-qt., $4.10: 
4-qt., $5; 6-qt., $6.30; 8-qt., $8.20. 
Peerless dealer’s discount is 25 and 
10 per cent off above list. 

White Mountain.—2-qt., $5.65; 3-qt., 
$6.75; 4-qt., $8.25: 6-qt., $10.45: 8-qt., 
$13.50. White Mountain dealer’s dis- 
count is 50 per cent off above list. 

Alaska Freezers, 1 qgt., $2.95; 2 qt., 
$3.45; 3 qt., $4.10; 4 qt., $5; 6 
$6.30; 8 gqt., $8.20: 10 aqt., $10.75 
12 qt., $14; 15 qt., $17; 20 qt., $21. 50. 
Discount, 20-10 per cent. 

Alaska Gray Goose Freezer, 1 at., 
$3.35; 2 qt., $3.90; 3 qt., $4.65; 4 qt., 
$5.70; 6 qt., $7.25; 8 gt., $9.35; 10 qt., 
$10.50. Discount, 20-10 per cent. 

ICE SKATES.—Prediction of colder 


weather during the holiday season 
gives jobbers hope of moving a goodly 
portion of the ice skates which they 
now have in stock. Although there 
have been some sales attributed to the 
Christmas trade, retailers have pre- 
ferred to wait until a real demand ap- 
peared. Prices are showing strength. 
We quote from Cincinnati jobbers’ 
stocks: 
skates, 8&4c.: nickel-plated, 


Ice 
$1.25; nickel-plated hardened runner, 
$2. 20: lady’s ice skates, $1.15; hockey 
ice skates, $1.10. 


LAWN SPRINKLERS.— While the 


spring schedule of prices has been pub- 
Reading matter continued on page 66 
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lished by jobbers, little interest is 


manifested by retailers. 


We quote from Cincinnati jobbers’ 
stocks: Fountain ring sprinklers, $6 
doz.; Rain King sprinkler, $28.20 doz. 


MOPS.—A decrease in prices has stim- 
ulated business, and the past two weeks 
have been exceptionally good. 

We quote from Cincinnati jobbers’ 
Stocks: O’Cedar line with handles, 
No. 3, $12; No. 4, $8; No. 5, $10; 
No. 8, $12; No. 15, $6. 

NAILS.—Retailers are buying nails at 
a moderate rate, and prices are holding 
well. Jobbers, anticipating a good de- 
mand in the first quarter, have stocked 
plentifully. 

We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.95 per 
keg; cement coated nails, $2.25 per 
keg. 

OIL STOVES, OVENS AND WATER 
HEATERS.—Business has been con- 
sistently good, and the call for mer- 
chandise from the retail trade reflects 
the improvement in consumer demand. 
These are list prices. Dealer’s dis- 


counts are noted after each group. 
Oil Cook Stoves 
a 
ee te ee ee $17.50 
No wa MONON. 6.6 cee covendiecer 22.50 
No 74 ern vee 28.50 
SE ee 39.50 


Perfection dealer’s discount, 30 and 

5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

ia oy (Improved Model)— 


OD eee $17.50 

No “3 IS engine Sime ee ous 22.50 

BUG. 46 | WUPUIOTR. oc ccccccccceces 28.50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 
re $9.50 
No. 5 5 eee 17.35 
a 2 oe ccc cvicewe 22.00 
No. 214 4 burmers............. 28.00 
NO. Zhe § DUPMOTS......ccccces 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Ovens 

te ye 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door. 4.90 
No. 122G 2 burners glass door... 6.00 
CT 6 ne ee Deke ad emai hs .15 

Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 

PURITAN— 


No. 42G 2 burners glass door. . /$5.50 


Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

a er 
No. » 1 burner solid door..... $2.10 
No. 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealer’s discount, 30 and 5 per 

cent. 

Water Heaters 
PR $45.00 
Perrection No. GBB. ..cccccsccccs 40.00 
Perfection No. 421.......cccccce 80.00 

Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 


10, 30 per cent. 
Wicks, Etc. 


Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on oil 
stoves, ovens and heaters. 
PAINT.—While dullness pervades the 
market, jobbers have been selling a 
normal amount of stock for this time 
of the year. No change has occurred 


in quotations. 


cook 
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We quote from Cincinnati jobbers’ 


stocks: Ready mixed house paints, 
$2.75 per gai.; linseed oil, single 
barrels, $1.02 per gal.; turpentine in 
2-barrel lots, $1.04 per gal.; white 
and red lead in 500-lb. kegs, 15%c. 
per lb. less 10 per cent. 


POULTRY AND WIRE NETTING.— 
The retail trade is showing some in- 
terest in ordering spring goods, but 
buying on an extensive scale will not 
begin until January. Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: 12 mesh black wire netting, 
$1.75 per 100 sq. ft.; 12 mesh opal 
wire netting, $2.05 per 100 sq. ft.; 
14 mesh opal wire netting, $2.45 per 


100 sq. ft.; poultry netting galvanized 
after, 57% off list; poultry netting 
nen before, 57% and 10 off 
ist. 


RADIO BATTERIES.—A brisk trade 
has been enjoyed by local jobbers. Re- 
tailers are carrying adequate stocks to 
meet any requirements that may de- 
velop in the holiday period. Quotations 
are firm. 


We quote from Cincinnati jobbers’ 
stocks: 22% volt B radio battery, 
$1.30 each: two cell tubular flashlight 
battery, 19\%4,c. each; three cell tubu- 
lar flashlight battery, 27%c. each; 
small monocells, 8%c. each; large 
monocells, 9%c. each. 


ROLLER SKATES.—Christmas busi- 
ness has been unusually active and al- 
though local jobbers had purchased 
considerable stock recently, they have 
sold practically all of the merchandise 
on hand. Prices are strong and un- 
changed. 


We quote from Cincinnati jobbers’ 


He Nos. 4 and 5, $1.45; No. 6, 
-00. 
ROOFING MATERIAL.—Considerable 


outdoor work has continued throughout 
December, because of favorable weath- 
er. Consequently sales have been fair- 
ly good. Prices are firm. 


We quote from Cincinnati jobbers’ 
stocks 

Roofing Paper. — Light, standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80: K red and green slate 
surface, $2. 

Roof Coating. — Coal tar, refined, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.; coal tar, 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 28c. per gal. 

Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-Ib. 
cans, 12 to the case, 13c.; ; 
cans, 12 to the case, lilc.; 
cans, 10c.; in 25-lb. cans, 9c. 


ROPE.—Orders for spring delivery are 
still straggling in, although the bulk 
of the business has already been placed. 
Quotations are displaying strength. 


We quote from Cincinnati jobbers’ 
stocks: Best grade Manila 
Ocean brand, 25%4c. per Ib.; 
outh brand, 26%c. per Ib.; sisal rope, 


15¢e. per Ib. 
SAWS.—A _ decided improvement is 
noted. Retailers are having a brisk 
business, which is reflected in the move- 
ment of stock from jobbers’ ware- 
houses.. Prices are firm. 


We quote from Cincinnati ee 
in., 


, 


stocks: Disston D8 ine, 
$24.40; 22-in., $26.20; 26-in., $29.50; 
Atkins Junior Mechanic, 20-in., $19. 


SCOOTERS.—Demand has fallen off 
somewhat. Retailers disposed of a 
goodly number in the holiday season. 
Quotations are unchanged. 

We quote from Cincinnati jobbers’ 


stocks ; 
Pe Whiz, $2.40. No. . $3; No. 


, $3.20; Scootaway, $2. 
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heres Only One Stidetite. 


So easy, smooth and quick in operation as to be 
almost automatic. Driveway unobstructed — door- 
way of any width up to 30 feet—from 2 to 10 doors 
—all these essentials to perfect garage door efficiency 


assured by— 


Slidetite Garage Door Hardware 


Equipped with it, doors slide inside and fold flat dgainst the 
wall. When closed, the garage is weather-proof. Stand open 
in any position, unmoved by the strongest wind. Install S/zde- 
tite and get a lifetime of uninterrupted service. 


Slidetite a Symbol 


Slidettte Garage Door Hardware, the aéso/ute in efficiency and 
service, is but a type of the advanced ideas embodied in every 
item manufactured by Richards-Wilcox. Barn, House, Fire, In- 
dustrial and Elevator Doors hung the R-W way are hung right. 
The service is nation-wide. Consult the Engineering Depart-  ‘“‘Quatity leaves 
ment freely and without obligation on any doorway problems. “’ *”?7'"! 


Richards-Wilcox Mf¢. (0. 


“A Haneer for any Door that Slides. 
New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 


AURORA, ILLINOIS, U.S.A. 
Chicago Minneapolis KansasCity Los Angeles SanFrancisco Omaha_ Seattle Detroit 


Montreal - RICHARDS-WILCOX CANADIAN CO,,LTD., LONDON,ONT. - Winnipeg 
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Record Holiday Sales in New York— 
1925 Business Ahead of Last Year 


ITH Christmas but a few days off, business in the New 
York wholesale market is experiencing a temporary lull. 
The sales for the current year, however, have attained very 


satisfactory proportions and some wholesalers state that 1926 busi- | 


ness will be considerably in excess of this year’s. The sale of staples 
has been well maintained, and the demand for spring lines is now 
well under way, particularly as there are no price declines in the 
offing. As a matter of fact, there is every indication that advancing 
cost of raw material will bring about an upward revision of sched- 
ules affecting items of iron and steel. 

Many retailers report that the sale of Christmas merchandise has 
been exceptionally good, and this holiday season will undoubtedly 
prove one of the best in many years. As a result of favorable crop 
conditions, and the generally healthy condition of business through- 
out the country, collections are entirely favorable. 


Active Demand for Heaters Nesco discount, 30 and 5 per cent; 

; , Perfection discount, 30 and 5 per 
: cent in lots of 10 or more: less ‘ 

The demand for heaters continues tinea ay: Soe 

strong, although the approach of the Wicks. Et 

holiday season has slightly curtailed ICKS, EUC. 

current interests. The threatened coal | Perfection and Puritan, $4 per doz. 

shortage is serving to stimulate the | 44, $48 per gross. ; 

Discounts same as on oil cook 


sale of this line, and wholesalers are 

generally expecting continued activity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. NEW YORK: 


Oil Heaters 


Stoves, ovens and heaters. 


Price of Levels Advances 


Levels are among the particularly 


one ¥ ere le i ewe cual $17.50 active items at the present time. Sands 
No. 73 3 burners............-- , 22.50 ‘levels have been advanced 25 per cent, 
hq sz ‘occhupcomeg Rep eee ee Sees 28.50 as have also Empire, Disston and Stan- 
"Perfection dealers’ discount, 30 and ley levels. Prices are firm, and stocks 
5 per cent on lots of 10 or more; on generally sufficient. 


less than 10, 30 per cent. 
PURITAN (Improved Model)— 


No. 42 2 burners..........--.-+:> $17.59 . . 
a Ge we Wc cc cckessvcocses 22.94) Fair Movement in (Game 
No. 44 4 burners........ ge ail 
Puritan discounts same as DPerfec- ; 
tion. Traps 
NESCO— lee | : , 
No. 211 L ee tee > 4.90 | T he sale of game traps is fairly 
oe dee © eee re eeee seers oe Ee active at the present time, and whole- 
aw, > o ) Meo c ese cesse vce es Gee | gf 4 
No. 2914 4 burners...........--- £00 | salers are looking for a considerable 
No. 215 5 burners..........-+-. 39.50 | revival in interest when the holidays 
No. 1102 high shelf only......-, "= | are over. Stocks are adequate, and 
No. 1103 high shelf oniyv........ H.50) | egy: 
No. 1104 high shelf only........ 3.00 | prices rm. 
No. 1105 high shelf only (one © 6s a. a JOBBERS'’ QUOTATIONS TO RE- 
Nesco deal rs’ discount, 950 and » TAILERS, F.O.B. NEW YORK: 
— a a Se oP ee Sees, Game traps, Victor, with chain, 
aan S. No. 0, $1.10 per doz.: No. 1, $1.38 per 
Ovens doz.; and No. $3.36 per doz. 7 
ag ee Same, without chain, No. 0,_ S5e. 
No. 1 burner plain door... .$2.50 per doz.; No. 1, $1.10 per doz.; No. 2, 
No. 311G 1 burne T glass door.... 2.70 $2.93 per doz. ; 
No. 121G 1 burner glass door.... 4.90 Jump traps, with chain, No. 0, 
No. 122G 2 burners glass door... 6.00 $1.59 per doz.: No. 1, $1.83 per doz.; 
rrr rT TTT. 6.15 and No. 2, $4.39 per doz. 
Dealers’ discount. on 10 or more, Same, without chain, No. 0, $1.22 


20 per doz.: No. 1, $1.40 per doz., and 
No. 2, $3.72 per doz. 


30 and 5 per cent; less than 19, 





er ce . 
PURITAN Triumph traps, No. 10, 12c. each; 
No. 42G 2 burners glass door... .$5.50 No. 11, 14c,. each: No. 11%, 21c. each; 
Dealers’ discount, 190 or more, 390 No. 12, 33c. each; No. 13, 46c. each: 
and 5 per cent: less than 10, 50 per No. 14, 55c. each. 
cent. _— & , amb game traps, No. 9, 
NESCO— 14! each: No. 1, 16%ec. each; No. 
No. 5 1 burner solid door......$2.10 ' 1% 25e. eac h: No. Z, 39e. each: No. 
No » 1 bi urner 2 lass door. 7s 7 2.25 B4c. each: No. 4. 65c. each. 
No. 010 1 burner solid door...... 1.15 
No. 101 burner glass door...... 4. 40 
No. 020 2 burners solid door..... 5.15 ° ° 
No. 260 2 burners glass door..... 5.40 Furnace Scoops in Fair 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 | Demand 
Dealers’ discount, 30 and 5 per , 
as Water Heaters | Furnace scoops have been particular- 
oo sis.09 | ly active of late, and there are no in- 
Perfection No. 412............--. 40.00 dications of a lessening demand. Prices 
Perfection No. 421............% 80.00 _are firm, and stocks sufficient. 


JOBBERS’ tap te ages | TO RE. 
TAILERS, F.0O.B. NEW YORK: 

Furnace scoops, No. 2, hollow back, 
black steel blade, malleable a 6s han- 
dle, $5.04 per doz.: long handles, $4.80 
per doz.; furnace scoops, No. 3. riv- 
eted back, heavy black steel blade 
and wood, “‘D’’ handle, 84c. each; 
long handle, 84c. each. 


SS 


Weatherstrip Prices Holding 


Weatherstrip, particularly the felt 
type, is still actively in demand in con- 
| sequence of which prices are firm and 
'stocks fairly sufficient to meet present 
requirements. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. NEW YORK: 

Wirf’s weatherstrip, packed 500 ft. 

to the reel, maroon, $27.50 per reel; 

white, $35 per reel. 

Nero weatherstrip, in 500-ft. reels: 
maroon, $21 per reel or $4.20 per 





100 ft. 
Metropolitan weatherstrip, in 100- 
ft. rolls; No. 0 and No. 1, $1.80 per 


roll; No. 1%, $2.55 per roll, and No. 
2, $2.90 per roll; No. 4, $3.60 per roll 
and No. 7, $4.35 per roll. 

Metallic weatherstrip, in  100-ft. 
rolis; No. 38, $2.15 per roll; No. 39, 
$2.55 per roll, and No. 40, $2.90 per 


Felt weatherstrip, in 100-ft. rolls: 
No. 18, $2.35 per roll; No. 19, $2.75 
per roll, and No. 20, $3.75 per roll. 

Flexible weatherstrip, in  100-ft. 
rolls; No. 8, $1.90 per roll: No. 9, 
$2. 30 per roll, and No. 10, $3.05 per 
rol 


Brisk Demand for Axes: 
Buck Saws Also Moving 


Although temporarily curtailed, by 
the approach of the Christmas holi- 
days, axes, buck saws and hatchets are 
still among the most active items in 
the New York wholesale market. The 
sale of these items is being stimulated 
by the possibility that the coal supply 
may be curtailed this winter. Prices 
are generally firm, and because of the 
strong demand, some retailers are 
experiencing difficulty in procuring 
prompt deliveries. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. NEW YORK: 


Axes 


Axes, Long Island pattern, 2% to 
3 lb., $1.69 each; Connecticut pattern, 
2% to 3% Ilb., $1. 70 each; 3 to 4 Ib., 
$1.75 each, and 4 to 5 lb., $1.81 each. 
Columbia pattern, 3% to 4% lb., $1.80 
each: 4 to 5 Ib., $1.85 each, and 5% 
Ib., $1.95 each. Kentucky pattern, 3 
to 4 Ib., $1.45 each; 4 to 5 Ib., $1.58 


each. 
Buck Saws 


Double braced, polished blades, 
length 30 in., with regular tooth blade 
and red frame, 88 cents each; with 
Champion tooth blade, red frame, 95 
cents; Disston Electric, >with regular 
tooth thin blade, $1.2 each: and 
Disston Perfection, oo tooth 
clock spring, blue blade, extra thin 
$1.17 each. 

One-Man Saw 


Cross cut type, crucible steel, pol- 
ished, taper ground, with supplement- 
ary handle, 3 ft. long, $2.40 each; 
same 4 ft. long, $3.20; same 3% ft. 
long, $2.80. 


Two-Man Saw 





| 


Cross cut pattern, 4 ft. long, $2.65 
each: 4% ft., $3 each, and 5 ft. long, 
$3.30 each. 


Reading matter continued on page 68 
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INGCO Bath Room Fixtures 


One of the most used fixtures in a bathroom is the Tumbler Holder and the “Combina- 
tion Holder” for Tumblers, Tooth Brushes, Tooth Paste, Nail Brushes and Soap. 

Select your assortment from the 72 distinctively attractive styles shown in the big 
RINGCO catalog. Of these 23 are of the individual tumbler type—6 are double to 
accommodate two tumblers and 43 are in combination patterns to hold tooth brushes 
or soap in addition to tumblers. Type shown is a popular seller for Tooth Brushes and 
Tooth Paste. 

All are built to hold customers. Being of Solid Brass, they never rust and being highly 
polished and heavily nickel-plated they present a pleasing appearance which is a strong 
factor in making sales. 


AMERICAN RING COMP ANY, Waterbury, Conn. 


BRANCH OFFICES: 
New York, 2 Hudson St. Chicago, No. 29 E. Madison St. 


San Francisco, 116 New Montgomery St. Boston, No. 170 Summer St. 
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Trade Mark 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. : 


Representatives: 


Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
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Excellent Holiday Trade in Chicago— 
Outlook for 1926 Favorable 


(Chicago office of HARDWARE AGE) 


HERE has been a little complaint on the part of some dealers | 


in some sections that their holiday business this year was not 

up to expectations or even as good as last year. However these 
statements are, in a measure, contradicted .by the general opinion 
that Christmas buying this year began unusually early and so while 
the customary last minute rush was lacking, business was really 
greater than ever before but spread over a longer period. At any 
rate, judging wholly from the jobbers’ observations, stocks have 
turned rapidly, rush fill-in orders have been frequent and the whole- 
salers, themselves, find that their stocks of holiday merchandise 
were cleaned up in a very satisfactory manner. 

The demand for staple items is naturally at very low ebb, both 
because of the attention that has been given to the holiday business 
and the desirability of carrying minimum stocks through the inven- 
tory. Jobbers anticipate that the after inventory buying, to fill in 
the dealers’ low stocks, will be exceptionally heavy. 

Orders for future delivery of spring and summer merchandise 
continue to be placed in a steadily increasing volume and are rapidly 
establishing a record. 

The operating capacity of the steel mills in the Chicago district 
has been increased to 87 per cent and shipments are heavy. There 
is no sign of any let-up in either the current building programs or 
contemplated projects and for at least the first half of next year, 
construction work will undoubtedly keep up with this year’s high 


record. 




















AUTOMOBILE ACCESSORIES.—Sales | BUILDERS’ HARDWARE. A fine 
are showing a very satisfactory volume | yolume of business for spring delivery 








for this time of year. is being received in addition to a goodly 
: “ob Chinas from jobbers’ stocks, ‘amount of current orders. 

.O.D, cago: 

Spark Plugs.—Splitdorf, 50c. each; We quote from jobbers’ stocks. 
regular, 58c. each; Champion X, 45c. f.o.b. Chicago: 3% x 3% steel butts, 
each; Champion Blue Box line, 53c. case lots, old copper and dull brass 
each; A. C. Titan, 58c. each; lots of finish, $2.76 per doz. pair; 4 x 4 steel 
100, 56c. <A. C. Special Ford, 44c. butts, old copper and dull brass fin- 
eacl ish, $3.84 per doz. pair; heavy steel 

Spot Lights.—Anderson, No. 3280, bevel inside sets, case lots, $6.75 per 
$6.5 doz.; steel bit-keved front door sets, 

a A. Electric (Ford), $4 $1.75 per set; wrought brass bit- 
each. Keyed front door sets, $3.25 per set: 

Jacks.—National Standard No. 21, cylinder front door sets, $7.50 per 
$1.20 each. set. 

—_— ly, -j ‘li Y ° 
60°" ae, Eye. Spear, CHAIN.—Sales are good and there is 

Chains.—Non-skid, dozen pair lots, no change in prices. 

"2 1/ > ai 
- AB gy Bue 00 pair lots, We quote from | jobbers’ stocks. 

Tires and Tubes.—20 x 3% oversize a ‘3008 10 i. Fins Bones 
cord tires, $12.55 each: regular cord, per oo, ou 
$8.60 each: gray inner tubes. 30 x Dog and Brown coil chains, 50-10 per 
3%, $1.80 each; red inner tubes, 30 x cent discount. NO. 00-47% electric 

’ welded cow ties, $2.75 per doz. 


316, $2.25 each. . : 
AXES.—Prices are unchanged and sales COPPER RIVETS AND BURRS.— 
Prices are unchanged and the demand 


are fair. satact 
We quote from jobbers’ stocks. iS Very Savistacvory. 


f.o.b. Chicago: First quality single We quote from jobbers’ stocks. 
bitted unhandled axes, 3 to 4 Ib., $14 f.o.b. Chicago: Copper rivets and 
doz. base; double bitted, $19 doz. burrs, 45 per cent discount. 


base; good quality black unhandled ELECTRICAL AND RADIO MER- 


axes, same weight, single bitted, $13 


doz. base; 5 aingio bitted “handled axes. CHANDISE.—Prices are firm, with no 
$15.50 to $24 per doz., according to . . 
quality and grade of handle; special changes. Radio battery demand is 
unguaranteed handled axes, $12 per strong. 
doz. base. ‘. . . 

We quote from jobbers’ stocks, 


BOLTS AND NUTS.—Prices are firm f.o.b. Chicago 


Electrical Merchandise.—No. 14 rub- 





and the demand is very good. ber-covered wire, $8 per 1000 ft.; in 
We quote from jobbers’ stocks, 1000-ft. lots, $7.75; No. 18 lamp cords, 
f.o.b. Chicago: Carriage bolts, cut $14.25 per 1000 ft.; in 1000-ft. lots, 
thread, 45-5 per cent discount; small $13.65; %-in. brush brass key sockets, 
carriage bolts, rolled thread, 50-5 18c. each; two-way plugs, 45c. each; 
per cent discount; machine bolts, in lots of 10, 40c. each; one-piece 
cut thread, 50-5 per cent discount; attachment plugs, 13c. each; two- 
small machine bolts, rolled thread, piece attachment plugs, 12c. each; 
50-10-5 per cent discount; all stove dry cells, boxes of 50, 30%c. each; 
bolts, 75-5 per cent discount; lag less than case lots, 34c. each. 
screws, 60 per cent discount. Radio Supplies.—Radio B batteries, 





ta 766, $1.40 each: No. 767, $2.62 
No. 770, $3.33 each; No. 772, 
$2. $2 each; No. 486, $3.85 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 
cent, 

FIELD FENCE.—Prices are unchanged. 
A good volume of future business is 
being placed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $29.02 per 
100 rods; 1848-6-141%4, $44. ‘08 per 100 
rods, 

FILES.—Sales are normal and prices 
firm. 

We quote from jobbers’ stocks. 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—There is no 
change in the general situation, prices 
are strong with some “leader” prices 
effective on competitive galvanized 
tubs. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.35; No. 2, 
$7.20; No. 3, $8. 35; 10- -qt. galvanized 
after made pails, $2.25; 12-qt., $2.45; 
14-qt., $2.75; 5-gal. galvanized oil 
cans, ‘galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Future business continues to 
be placed in a most satisfactory vol- 


ume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %- -in., 11 %c. 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, 14-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain King, $28 doz.; original 
fountain sprinklers, $8 doz.; ‘Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—The demand is 
still very heavy and jobbers’ stocks 
rather low. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Single strength A, 

5-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. bracket, 
82 per cent disc ount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
82 per cent discount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


HANDLED HAMMERS.—The demand 
is heavy and prices strong. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughan-Bushnell, 16- 
oz. nail hammers, $10.50 doz.; May- 
dole, $12.60 doz.; other makes, 16-oz. 
machinist hammers, $7.85 doz.; Com- 
petitive grade, 16-0z. nail hammers, 
$4.50 to $6 doz. 


HANDLES, AGRICULTURAL.—Prices 
are firm and the demand active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
chucked and bored, best grade, 414- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, 
414-ft., $4 doz.; 5-ft., $4.80 doz.; x, 
414-ft., $2.40 doz.; 5- ft., $2.80 doz. 

Hay Fork Handles. —Bent, chucked 
and bored, best grade, with strap, 
ferrule and cap, 414-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap. 
ferrule and cap, 4-ft., $5.50 doz.:; 
414-ft., $5.75 doz.; XX, bent, 4%%4-ft., 
$4.50 doz.; 5-ft., $5.50 ss X, bent, 
tr ft., $3 ‘doz. ; 5-ft., $3.40. 

Manure Fork Handles ——Bent, best 
grade, 4-ft., $4.75 doz.; 4%4-ft., $5.10 


Reading matter continued on page 70 
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Skates 


for 
HOCKEY 
SPEEDO 
FANCY and 


GENERAL 
use 


ROLLERS 


for all 


PURPOSES 


Let’s Join forces 
and make 1926 
a ““humdinger”’ 
The Samuel Winslow Skate Mfg. Co. 


Worcester, Mass. 
New York Office, Sales and Stockroom, 34 Warren St. 


WINSLOWS 
SKates 4 : 

















Southern Representative Pacific Coast Sales Agent 
Henry Keidel & Co., Inc. Phil. B. Bekeart Co., 
405 West Redwood S&t., 717 Market St., 


San Francisco, Cal. 





Baltimore, Md. 
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Casement Holder No. 35 


This Holder is intended for use under the most 
exacting conditions and is furnished in brass or any 
of the ordinary hardware finishes; never in steel. 


It permits the window to open a little beyond right 
angle; about 100 degrees. 


The friction is adjustable so that the resistance 
required to hold the sash can be set to suit even very 
smal] light sash. For use on sash not over 2’ 6” x 
7’ 0”. This device requires a space of only 7/8” 
between the sash and screen. 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 











MEASURING 
TAPES ,. 









K& 


HIS attractive display tray 

together with the unusual 
qualities of K & E Measuring 
Tapes is a combination that 
never fails to sell. 


Here is a real source of profit 
for every hardware dealer. 





Our “Endfastener” (Pat. Applied For) 
as furnished with our “Home” Steel 
Tape is a new valuable improvement 
that makes sale after sale. Write for 
full information. 


KEUFFEL & ESSER CO. 
EW YORK, 127 Futon Strest, General Office and Factories, HOBOKEN, NN. 3.’ 


CHICAGO ST. LOUIS SAN FRANCISCO MONTREAL 
{ BB-20 S. Dearborn St. =: B17 Locust St. 30-34 Second St. 6 Notre Dame St &. 


Drawing Materials, Mathematical and Surveying Instruments, Measuring 7 «pes 














No. 1122 Camp Axe 


1926 Profits / 


Good looks and good service, plus moderate price, 
make the Crecoite Camp Axe a big favorite with tour- 
ists, scouts and campers—and for general utility pur- 
poses. There is also good money in Crecoite hatchets, 
hammers, men’s and boys’ axes—and “Marion” pitch- 
ing shoes. Be ready for big 1926 business. Order 
now. 


Ask your jobber, or write for Catalog H 


CRECOITE 


‘‘ Tools You Can Sell with Confidence’’ 
(Pronounced CRE-CO-ITE) 


MARION TOOL WORKS, Inc. 


Marion, Indiana 
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o's xx, bent, 4-ft., 4.15 Gon; i. _ NAILS.—Prices are unchanged and the 
av sh, ee - oe «0 . 
doz.: 4%-ft.. $2.95 doz. demand is steady. 
, Garden Hoe he gg PE 1l,-ft., We quote from jobbers’ stocks, 
$3.45 doz.; X, 442-ft oo “Xx _ f.o.b. Chicago: Common wire nails, 
ee xg | bieeft. a — 33°35 per keg base; cement coated, 
vee UY o—? “0 2.20 per keg base. The extra for 
Shovel Hendice.—E egular wg | galvanized nails is now $2 for 1-in. 
ee ‘ico Sng rrade $7 95 doz.; w™ longer, $2.25 for shorter than 
a = 5 ro We -in. 
X grade, $6 doz. 7 
Spade Handiles.— Il handles, best enlists ; , 
erade, $7.75 doz.; X grade, $6 doz. OIL STOVES.—Prices are firm and a 
very good volume of future business is 
HANDLES, TOOL.—Prices are strong | reported. 
and sales very satisfactory. These are list prices. Dealers’ dis- 
. counts are noted after each group. 
We quote from jobbers’ stocks, _ 
tah ieee: | PERFECTIONS $17.50 
Axe Handles. — No. 1 Hickory, $4 No. = = oe “ng "50 
doz.; No. 2, $3 doz.; second growth a Oititiuwmn OS 50) 
hickory, $5 doz.; finest selected sec- No 75 5 burners............... 29 50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model)— 


ond growth hickory, $6 doz. 

Hatchet and Hammer WHandles.— 
No. 1, 90c. doz.: finest second growth 
hickory, $1.50 doz. 











— _— , : No. 42 2 burners. ..........+.- $17.90 
HATCHETS.—tThere is an active de- No. 43 3 burners............... 5a 
mand and a likelihood of an early price No, 44 4 burners.............- 28.50 

, Puritan discounts same as PDerfec- 
advance on the cheaper grades. tion. 

We quote from jobbers’ stocks, NESCO— 
f.o.b. Chicago: First quality hatch- J 28 Se $9.50 
ets, No. 2 shingling, $11.20 doz.; first No. 212 2 burners.............. 17.35 
quality hatchets, No. 2 broad, $14.45 IO, Bae © BURMOTM. cc ccccccvcess 22.00 
doz.; medium quality hatchets, No. Te Se ee 28.00 
2 shingling, $7.25 doz.; medium qual- ee BS, ee 39.50 
ity hatchets, No. 2 broad, $10.50 doz. No. 1102 high shelf onlyv......... 5.25 

No. 1103 high shelf only......... 6.50 

No. 1104 high shelf only......... 8.00 
HINGES Orders are being placed ton | No. 1105 high shelf only inane eS 9.75 

: - “Wests Se Some pea Nesco dealers’ discount, 30 and 5 
a fair volume. per cent. 

We quote from jobbers’ stocks, Ovens 

f.o.b Chicago: Heavy strap hinges, 

in bundles, 4-in., $1.03; 5-in. 1.42; ee “te 

6-in., $1.60; 8-in., 2.70: 10- in. $4. 30 No 1 burner plain door... .$2.50 

per doz. pair; extra heavy T hinges, No. 311G 1 burner glass door.... 2.70 

in bundles, 4-in., $1.56; 5-in., $1.66; No. 121G 1 burner glass door.... 4.90 

6-in., $2.08: S8-in., $3.56; 10-in., $5.10 | No. 122G 2 burners glass door... 6.00 

per doz. pairs. eens eeinrn 6.15 

Dealers’ discount, on 10 or more, 


30 and 5 per cent; less than 10, 30 





ICE SKATES.—Sales are excellent per cent. 
with jobbers’ stocks running low. PURITAN— 
No. 42G 2 burners glass door.$5.50 
We quote from jobbers’ stocks, Dealers’ discount, 10 or more, 30 
f.o.b. Chicago: Key Clamp, Rocker, and 5 per cent; less than 10, 30 per 
Men’s and Boys’, bright finish, 75c. cent. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Kev NESCO— ; ’ 
Clamp, Hockey, Men’s and _ Boys’, No. 65 1 burner solid door... ...$2.10 
$1.20 pair; Half Key Clamp, Hockey, No. 8 1 burner glass ae 2.25 
Women’s and Girls’, $1.40 pair; j NO 010 ] burner solid door toneee 4.15 
Tubular Skates, Men’s or Women’s, No. 10 1 burner glass BOOT... woes 4.40 
Racer or Hockey, $5.50 pair. No. 020 2 burners solid door..... 5.15 
. No. 20 2 burners glass door.... 5.40 
: No. 030 2 burners solid door..... 5.40 
LANTERNS.—Prices are unchanged No. 302 burners glass door.... 5.70 
; , Dealers’ discount, 30 and 5 per 
and sales are normally good. | nent. 
We quote from jobbers’ stocks, . 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; | Water Heaters 
with large fount, $14.25 doz.; Little . . 
rs - 4 " ee eee rere ere 
a , . . > yer . © SOO. SF eevee eeveeseveeeneeevre eee eevee ere ee eee 
Wizard, $8.50 doz.; Blizzard, $13 doz, Metiteties, to. 4S |. 40.00 
PhOPECCTION BIG. SBh. osc ccccscenic 80.00 
LARD PRESSES AND SAUSAGE Nesco discount, 50 and 5 per cent; 
ren . a7 Perfection discount, 30 and 5 per 
STUFFERS. — Dealers who § feature cent in lots of 10 or more; less than 
these goods, and by display and adver- 10, 30 per cent. 
tising, call attention to the extra money Wicks. Et 
, . . . s 2 
in pork products, are finding increased ee awe 
sales Rockweave wicks, 25c. each. 
SaICS. Perfection and Puritan, $4 per doz. 
_ a —— and $48 per gross. 
tak ee Se Discounts same as on oil cook 
Phy . — : “Oo stoves, ovens and heaters. 


4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. , . 
PAINTS AND _ OILS. —- Linseed oil 
LAWN MOWERS—wWhile the volume! drops back after last week’s advance 
of future orders being placed at this | and turpentine takes a further decline. 





time is only fair, the total amount We quote from jobbers’ stocks, 
‘ ‘ ° is seasc is excellent. f.o.b. Chicago: 
placed so far this season Is excellent Linseed Oil.—Raw, barrel lots, $1.08 
We quote from jobbers’ stocks, per gal.; 5-barrel lots, $1.95 per gal. 
f.o.b. Chicago: Linseed Oil.—Boiled, barrel lots, 
Lawn Mowers.—16-in. ball bearing, $1.11 per gal.; 5-barrel lots, $1.08 per 
5-knife, ll-in. wheels, $12.35 each; gal. 
16-in. ball bearing, 4-knife, 10%4-in. Turpentine.—Barrel lots, $1.16 per 
wheels, $10 each; 16-in., plain bear- gal. 
ing, 4-knife, 10%-in. wheels, $8.65 Denatured Alcohol. — Barrel lots, 
each; 16-in. + bearing, 4-knife, 64c. per gal.; steel drums, extra, $6 
9-in. wheels, $7.85 each; 16-in., plain returnable. 
White Lead.—100-lb. kegs, $15.25; 


bearing, 4-knife, 9-in. wheels, $7.35 1. 1001 
each; 16-in. ball bearing, 4-knife, 50-Ib. kegs, $7.75; 25-lb. kegs, $3.90; 


8-in. wheels, $8 each; 16-in. plain 12%-lb. kegs, $2. 


bearing, 3-knife, S8-in. wheels, $5.85 Shellac. — (4%-lb. goods), white, 
$4.25 per gal.; orange, $4.05 per gal. 


Reading matter continued on page 
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English Venetian Red.—lIn barrels, 
$3.50 to $6.75 per 100 lb. 
Dry Paste.—Barrel lots, Tec. per 





PYREX WARE.—tThere has been a 
fine holiday sale and it is predicted that 
a nice business will continue during 
the early months of 1922. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
| Casseroles— Round, No. 167, $1 
doz.; No. 168, $14 doz.; No. 182, $1 
| doz.; No. 184, $14 doz. 
Casseroles.—Oval No. 193, $12 doz.; 
No. 197, $14 doz. 
Pie Plates.—No. 202, $6 doz.; No. 
203: $7.20 doz.: No. 209, $7.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 251, $8 doz.; No. 
232, $14 doz. 


ee - 


bo bo 


ROLLER SKATES.—A very good vol- 
ume of business for spring delivery has 
_ developed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
| $1.40 per pair. 





ROOFING AND PAPER.—Sales are 
| quiet, but normal for this season, with 
| prices somewhat unsettled. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—Prices are firm and the de- 
mand is steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 24%c. to 26%c. per Ib.; 
No. 2 Manila, 23%c. per lb.; No. 1 
Sisal, 17%c. per ib.; No. 2 Sisal 
1644c. per Ib. 


SASH CORD.—Sales are rather light, 
as is usual for this season of the year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 4=standard 
brands, $8.55 per doz. hanks; No. 8, 
$10 per doz. hanks, 


SASH PULLEYS.—Prices are firm and 
sales are seasonably good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz,; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS. — There is a _ satisfactory 
_ amount of business being placed. 


We quote from jobbers’ stocks, 
| f.o.b. Chicago: Flat head _ bright 
screws, 82-10 per cent new list; 
| round head blued, 80-10 per cent 
new list; flat head brass, 76-20 per 
cent new list; round head brass, 74- 
10-10 per cent new list; japanned, 
74-10-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Sales are very good and prices firm. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Warranted 59- 50 
solder, $43 per 100 lb.:; medium, 45- 
| 55 solder, $42 per 100 Ilb.; tinners’ 
40-60 solder, $41 per 100 Ilb.; high 
speed babbitt metal, $20 per 100 Ib.; 
standard No. 4 babitt metal, $13 per 
100 Ib 


STEEL SHEETS.—Prices are un- 
changed and the demand good. 


We quote from jobbers’ stocks, 
f.o.b. C hic ‘ago: 28-gage galvanized 
sheets, $5.25 per 100 Ib.; 28-gage black 
sheets, $4.25 per 100 Ib. 
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Telegraph Your Order 
for Inventory Sheets 











Now @ 


Thousands of dollars are saved annually by hardware merchants who use 
Hardware Age Simplified Inventory Sheets. 


Shorter time is required to list all 
items. 

Correct tax returns can be easily 
made. 

Proper bank and financial state- 
ments are quickly prepared. 

Stock turnover will be figured 
correctly. 


Slow sellers can be eliminated. 
Low stocks can be replenished. 
Dead stock can be weeded out. 


Losses in the value of merchandise 
are accurately determined. 


Insurance can be properly con- 
trolled. 


Each sheet is 16x 10% inches, printed and ruled both sides, on fine heavy 
bond paper, easy on the eyes, and designed to enable you to take your inven- 
tory with speed and accuracy. This is the largest and roomiest sheet on the 


market. 


There is plenty of room for every item—no crowding or cramping. 
Notice the simplified form—simple, yet complete—also the column provided 


for deductions and losses. 
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Harpware AGE INVENTORY RECORD Pege_—_——_— 
CALLED BY _ — DEPARTMENT EXTENDED BY eee 
eo). | Sane — man EXAMINED BY 
pe DS ae ae DATE ERRORS EX'D BY - 

ures and Fractions in the Columns. Be Extremely Careful That You Do Not Mix Your Single Units With Dozens, or Dozens With Gross Q 
a TT) OBB Price complete with 100 Sheets and Covers $30° aire Sheets $209 per Mandred | 
; VANTITY ARTICLE WITH NUMBER OR SIZE COST PRICE COST owes | ONCOUNT OF MEMO 
| terount or I DISCOU} 
( >) v¥/ Q EXTENSION || Pxivcmitcal LOSS TAKEN 
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ORDER YOUR SUPPLY NOW—THE PRICE HAS BEEN REDUCED! 





The new reduced price per 100 sheets is — $1.30 


(100 Sheets will accommodate 6800 items) Postage paid. 


The binders are $1.00 each. Cloth covered heavy board, 
fastening with string ties, permitting any thickness and 
eliminating protruding metal posts. 


Telegraph your order to 


Hardware Age 
239 West 39th Street 
New York City, N. Y. 
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Christmas Cards 


(Continued from page 41) 


Now, I wish to put this proposition to you: Try 
out this plan for one year. Then I will leave it 
to you all alone to decide whether the plan is a 
failure or not. If, at the end of the year you wish 
us to stop this system of seeking mail orders, 
I give you my word we will stop without any fur- 
ther argument. Still, isn’t it only fair to give the 
plain a fair trial? The point of this little story 
is that Finch agreed to try out the idea for one 
year and I wish to say for him that after making 
this agreement, he gave me his whole-hearted and 
hearty cooperation. I also wish to say that at the 
end of the year he came to St. Louis and was big 
enough to say that the plan was a good thing and 
that it had turned out well. Always afterward I 
had his whole-hearted support. This sort of thing 
was characteristic of Finch. He honestly thought 
my plan was a bad one. Therefore he openly and 
honestly fought it. When he made up his mind it 
was a good thing he did not hesitate to give me 
his very best cooperation. 


* * * * * 


One of the best talks to young salesmen that I 
ever heard was at one of our salesmen’s conven- 
tions. Mr. Finch was present and I asked him to 
make a talk that would especially apply to young 
salesmen as we had a number of young fellows 
just trying their wings as salesmen for the first 
time. I can see Mr. Finch now as he rose up at 
the table with a very serious manner and an- 
nounced that he would preach a sermon from Ex- 
perience, 13th Chapter and 13th Verse, this verse 
reading, “It’s fine to fly but it’s hell to light.” 
What a splendid talk that was! What good ad- 
vice he gave these young men! 


» » a * a 


It was a common practice with us to send a 
young salesman to Mr. Finch to travel with him 
learning the ropes. No young fellow could have 
had a better training. Mr. Finch belonged to a 
straight-from-the-shoulder school. He said ex- 
actly what he thought in language so plain that 
it could not be misunderstood. Sometimes he 
adorned his ideas with language that was some- 
what more than emphatic. He loved to tell and 
hear a good story. He was honest, rugged and 
true. It was one of my duties to check expense 
accounts. I never paid the slightest attention to 
Mr. Finch’s expense account. I knew his expense 
account was absolutely always right. He would 
have had nothing but the most utter contempt for 
any man who would stuff his expense account for 
even a 10c. piece. He hated a lie and he hated a 
liar. All such things he despised. It was a privi- 
lege to have known H. M. Finch and all of his 
friends will think of him this Christmas with 
tender memories. 





Now the postman, while I am dictating these 
words, hands me two more Christmas cards. Both 
of them burst forth into poetry. Here is one: 


“Who writes the darned things anyway, 
The Christmas cards they sell? 
They are so full of sentiment. 
I wonder whether 
They can’t fix up some decent one 
That lets a fellow say 
How much he hopes a friend like you 
Will have a happy day.” 


At least, this poem has the quality of originality, 
even if the meter seems to be hobbled. 


* * %% 


However, the next card technically, in a poet- 
ical sense, is much better form. Here goes: 


“Eve had no Christmas, 
Neither did Adam. 
Didn’t have sox 
Nobody had ’em. 
Never got cards 
Nobody did. 

Take this and have it 
On Adam, old kid!” 


* * * 


Another card has a Scotch story: Two Scotch- 
men owning a business had a very good year. 
They talked it over and decided that their Gen- 
eral Manager was entitled to substantial recog- 
nition for his services. They called him to their 
office. They praised him for his good work. They 
handed him a check for a large amount. Then one 
of the Scotchmen remarked—“Now, mon, if you 
do equally as well the coming year, we will sign 
that check.’”’ This card came from one of our em- 
ployees. I wonder if it is a hint! It does seem to 
have a good deal of point. Well, we can take it 
or leave it! I pass along the hint to other employ- 
ers who have had a good year! 


*K * * * * 


Then, among my Christmas cards comes a very 
simple, plain one without any name. This card 
from an unknown friend somehow touches me 
deeply. Possibly this one card, unsigned, stands 
for greetings from many unknown friends. At 
least I am just human enough and sentimental 
enough to think so. I am glad this one card came 
without a name. It may simply have been care- 
lessness. The sender may have intended to sign 
his name, but I like to think this card was sent 
without a name on purpose. This one card with- 
out a single name to me stands for many persons 
in many parts of the world—my unknown friends. 
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Back to the Wood-pile and 
Chopping Block 


Wherein Filling the Wood-House Brings a Profit 
to the Hardware Store 


HAT about all this Coal Strike Business? 

Folks who had their coal bins filled dur- 

ing the summer months seem to be sitting 
pretty these days. 

Some others bemoan the coal strike. 

The rest have renewed acquaintance with the 
chopping block and wood-pile. 

All of this does not operate so badly for the 
small town hardware merchant. 

Farmers who in normal conditions burned at 
least a portion of coal in their stoves and ranges 
during the winter months are now laying in their 
winter wood supply in real earnest. 

With crop harvesting finished for the year, the 
sound of axe and buzz saw is a familiar one along 
the country byways these days. 

When coal was sufficiently plentiful the farmer 
could drive his truck to the local coal yards and 
lay in his supply the same as was done for town 
folks, but this season another song is being sung. 

No hardship awaits the farmer with a wood-lot 
of his own, and not only is he providing for his 
own fuel but the small town dweller can glance 
without almost any day and see loads of cord wood 
and slabs being trucked to town for some of his 
neighbors who do not intend being caught in the 
undertow of a possible actual and positive coal 
shut-off when real cold weather sets in. 

So here you have a suddenly developed indus- 
try in your very midst, one which demands cer- 
tain tools and equipment which are to be found 
in the hardware store. 

Wood is plentiful even if coal is scarce, and 
the demand has grown by leaps and bounds for 
this more plentiful fuel. Farmers are realizing 
a good thing from their wood lots, and in order 
to make money, they must spend a bit—at the 
hardware store. 

Perhaps the most commonly used tool of the 
wood-cutting industry is the aze. 

This comes in such a vast variety that no indi- 
vidual dealer could reasonably expect to stock 
the complete line. Nor does local condition war- 
rant any such thought. 

It would appear that every locality has its 
own peculiar preference for a certain pattern or 
two of handled axes. Thus: this matter of style 
is decided for you by the woodsman and the 
farmer. 

Your task consists merely in providing this 
style in a good, substantial and reliable make 
which you can sell with the assurance of placing 
an honestly made tool in the hands of your cus- 
tomers. 

We do not suggest the old-time method of 
“guarantee” sale for in most lines of edged tools 
and cutlery it has been found that this guarantee 
was subjected to no end of imposition by many 
customers. 

“Assured satisfaction” is one thing and “un- 
limited guarantee” is another. If your axes are 
of known and established quality, this fact will 
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A TIMELY HINT— 





ARCADE STEEL SPINDLE DAMPER 


Stock for your requirements on ARCADE Stove 
Hardware now. Be prepared to meet the ever 
increasing demand for this dependable line. A 
supplied customer will be a satisfied one. 


Arcade Steel Spindle Dampers meet every require- 
ment for quality dampers at minimum prices. The 
steel spindle in these dampers combines two essen- 
tial features—streneth and lightness. The spindle 
is heavily japanned to prevent rust. The blade has 
a sand blasted finish, insuring a smooth surface free 
from the usual coat of grime, which makes them so 
unpleasant to handle. Nickel plated coil handle af- 
fords a firm and always cool grip. Blades are fur- 
nished in sizes from 3 to 12 inches. 


{— 





STOVE SCRAPER 





NO, 100 LID LIFTER 


Illustrated herewith are a few items of the large 
and assorted line of Arcade Stove Hardware, in- 
cluding Furnace and Stove Pokers, Stove 
Scrapers, Lid Lifters, and Stove Trucks. The 
careful workmanship that has caused the steady 
advance in popularity of all ARCADE HARD- 
WARE is prevalent in these items. 








“BUILT FOR SERVICE” ( 
STOVE POKERS 


Ask for catalog showing complete line of ARCADE 
Hardware and Toys. 


ARCADE MANUFACTURING CO., Freeport, III. 
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soon become appreciated and the guarantee abuse 
will disappear. 

Dealers find that axe customers are just about 
as particular as milady in selecting her Easter 
bonnet. A certain weight and a certain “hang” 
are of supreme importance, so, to secure a per- 
fect score in sales, it is essential for your stock 
to contain a good assortment of weights in at least 
two patterns. 

All farmers and woodcutters require a cross 
cut saw. 

Do you know that a good cross cut has a blade 
made from selected crucible steel, that this blade 
is thinner at the back than at its cutting edge 
for sheer “running” quality and that there is a 
distinct “‘set’”’ to the teeth? A good saw will hold 
this “‘set’’ and will stay sharp for a long time, if 
properly used and all of these facts, although per- 
haps quite obvious to the dealer, are well worth 
presenting to the customer. 

The wood saw, colloquially known as the “‘buck”’ 
saw, should next find a place in your stock. This 
smaller saw takes care of the smaller stuff in the 
farm wood-house and is a real accessory to the 
industry. 

The importance of getting your particular 
brand of tools favorably known in your locality 
cannot be over-estimated. 

You will find that most wood-cutters take a real 
pride in their work and by a little tactful praise of 
their accomplishment you can secure the favor- 
able opinion you desire. This you will find to 
go a long way in influencing other sales. 

This special and unusual seasonal impetus in 
the wood-cutting industry is going to help in- 
crease vour sales of files. 





December 31, 1925 


A saw which is put to considerable and regu- 
lar use requires filing to keep it in first class shape 
and by specializing on a high class make of files 
you will be surprised at the number you can sell 
between now and the first of the year. 


The file is one of the many small items of the 
hardware stock, but it helps tremendously in your 
turnover, and like the axe, the old-timers insist 
with wisdom on quality. 

A handy rack of axe helves brings its own 
profit, too. 

Many dealers whose sales in this item is worth 
considering tell us that this rack contains an as- 
sortment of helves ranging in retail price from 
20 to 60 cents. The convenience of the rack idea 
is such that the customer can make his own selec- 
tion and more often than otherwise, he will select 
two where he came in for one, since every farmer 
has a good axe and an old one, the latter for 
knocking around and for trimming knots. 

It also fills the bill for the extra particular axe 
customer who prefers to buy his axe unhung, 
placing in it a helve of his own selection. Just try 
out this rack idea and watch your sale of helves 
increase this fall. 

This season should be particularly good for 
drag saw machines and for circular saws. 

These involve a larger expenditure on the part 
of the customer and your profit is accordingly 
more to be desired. 

Large and small, short and long, chunks, slabs, 
cord wood and even kindling—the chopping block 
and the wood-pile—they’re all working for you— 
are you all set and ready for this unusual demand ? 








Self Serving Fishing Rod Table 


T the Spiro Company in San Francisco a space 
that had not previously been used for any- 


thing was recently taken up with a self- 


serving fishing rod stand or table that has proved 
very desirable as it enables customers to handle 
rods and test them out, enabling them better to 
decide just what they wish. The stand has holes 
bored through the top through which the butt is 
inserted. Te bottom of the stand has holes bored 
through same into which the lower end of the rod 
is inserted, the two holes holding the pole in a 
perfectly upright position. The end of the pole 
is kept from passing through the bottom of the 
stand by a screen tacked to the bottom of the 
stand, which permits any dirt to pass through 
the hole. The holes through which the rods are 
placed are lined with pool-table felt to keep the 
varnish on the poles from becoming scratched. 

This arrangement is practically a serve-self af- 
fair and saves a lot of the time of the clerks. 
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“SNO-WITE: 


Ngnameb™ 


SELL THEM 
ON OUR 
TEN YEAR 
GUARANTEE 














Catalog on Application 





If Genuine “SNO-WITE” Porcelain Enamel Bath Room Trimmings, 
are good enough for the leading hotels in America—they are good 
enough for the finest homes. We stand back of every article. 

Sell them on our Ten Year Guarantee. Read the Tag. 

Originators of porcelain Enameled Bathroom Trimmings. 





GUARANTEE 


mgs soe American Enameled Products Company 
Boston CHICAGO New York 


San Francisew Atlanta Toronto Detroit 
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CABINET LOCKS 


Install Display Boards 24011-22014 and at 
once suggest to your customers the 
need of Cabinet Locks 


: ° . — " = J " 

| ' C] : i 
— % ta, ; 
| ) ! 








Every householder needs a cabinet lock; collectively the 
field is big Let our silent salesman work for you. Simply 
install it just as soon as you can. 

Only a comparatively small stock of Eagle Cabinet Locks 
is necessary to make money from the many requests. 
The Eagle line consists of a complete range of warded, 
lever tumbler and pin tumbler locks, including drawer, 
wardrobe, desk, chest and cash box locks. 

Ask your jobber for display board information. 


Eagle Lock Co. 


General Sales Office 
acomveescorre 26 Warren St., New York = «2 es eo 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Il. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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ere isa GRIFFIN 
Hinge made for par- 
ticular we with every 
door that swings in 
buildings large a small 


( ;RIFFIN 


Manufacturing Co 


ERIE PENNSYLVANIA 
“ Branch Offices_ aa - 








45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
26 BINFORD ST. BOSTON 
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OU’ LL find combined in GF 
Allsteel Transfer Cases all the 
qualities you’ve been looking for. 
They are compact, and give greatest 
possible filing space per unit. Their 


Approved! — | excess strength insures against binding of 





drawers regardless of height of stacks. Their 
full stcel enclosure gives protection—keeps 
out dust, and cuts down the fire hazard. 


by the keenest buying oe On GF Transfer Cases, as on every item of 


GF office equipment, the A//steel trademark 


brains in the country is your guarantee of nan satisfaction. 


Write for the Allsteel Furniture Catalog 


THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 
Dealers Everywhere « Canadian Plant: Toronto, Ontario 


Through unity of effort, 
large scale production, the 
elimination of waste by a 
the use of efficient ma- - 
chines, the hearty coopera- = 
tion of satisfied employees 
and _ specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


FRATT TTT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


A 


J. T. McDEVITT ZA 


Coast Representative 


' Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 





weer eee ittach this coupon to your firm letterhead oe 







































































- The General Fireproofing Co., Youngstown, Ohio (H - 
t Please send me without obligation a copy of the GF AMs teel . 
: Furniture Catalog. 5 
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Sling Unloader 





SURE 
LOC 


There is one feature about 
Myers Sure Lock Sling Unload- 
ers that your customers will 
appreciate to the fullest extent. 
The Lock—the most important 
unit of any sling unloader—is 
so designed that the pressure 
is proportional to the weight 
of the load by which it is 
controlled —so powerful that 
smooth faced jaws only are used, 
which reduces wear and tear on 
the rope or cable to a minimum. 

Other equally important im- 
provements distinguish them for 
speed, ease of operation and 
large capacity while different 
styles with four or eight wheel 
trucks for steel, cable or wood 
track—rope or cable draft—for 
slings or forks—multiply sales 
possibilities in communities 
where hay, grain or fodder are 
important crops. 


—_ prices and terms for 1926 

e ready—orders are being 
booked for future delivery— 
write today. Cataleg on 
request. 


DRAFT ROPE 


_|| ™e F.E.MYERS & BRO.o. 


Ss 


ASHLAND PUMP AND 
— TOoOL WORKS | 
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TRIP CAR 

TOANY 
ELEVATION 
OF LOAD 
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» » 


~, 
‘ 


FOR STEEL OR ® 
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YOU NEED ’EM LET’S TRADE 
Over Fifty Years v Our Guarantee of 
Handle-Making Y 0 Value; a Label on 
Experience ~~ - Every Handle 

or “TD & W”’ 

Stamped 
in Head 
‘since 1885°|| | TRADE MARK 
N LOUISY, J 
\ | ; 
Copyrighted Brands a wD U.S. ° ~ Copyrighted Brands 
DANIEL BOONE 
AMERICAN BEAUTY yn i tg 
DAISY w HERCULES 
SUNFLOWER b, SUCCESS 
EAGLE ‘i Ae * PEERLESS 
ROYAL OAK a { j \ BEAUTY 
HICKORY AND OAK HANDLES FOR AXES, PICKS, ADZES, SLEDGES, MAULS, HAMMERS, HATCHETS, 
CANT HOOKS, PEAVIES AND JACKS 
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Buy spruce ladders and step ladders. 
Don’t buy cheap ladders and step ladders. 
You buy accidents. 

They cost you money to settle. 


Send us your order and we will ship and give 
you spring dating, guarantee you against 
decline. 

Send for latest price sheet 


W.W. BABCOCK (C2, Bath, NY. 
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STAY A010. 
. ee 99 
The Stick to “One Brand 
Customer 
; — , ; me _, 
You’ve met his kind. He won’t buy anything a 
unless it has been tried and proved worthy. ‘Ml CAYIOK | 
The watch he carries, the car he drives, the radio | WIRE tE CO. 
he owns, the saw he uses—all are made by com- NaouITE 


panies wike assume full responsibility for depend- 
able service. 


Naturally he says: “Perfect Brand” when he 
wants Screen Wire Cloth with a known reputa- 
tion. Keep stocked on the standard sizes. 


Your Jobber does—he knows. 





G/MUNUU LUV ULUAL CUNT TTUCLAAAA EET 


Ludlow-Say lor Wire Co. 


Painted St. Louis Missouri Galvanized 
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Saw | _Sers 


Gould Saw Sets Increase Your Market 


The Gould combined Saw Set 
and Gauge makes it possible for an 
inexperienced person to set a saw 
as accurately and as quickly as a 
skilled mechanic. Everyone who 
owns a saw is a potential buyer. 

The Gould combined Saw Set and 
Gauge is indestructible, and sets from 
six to eleven teeth accurately with a 
single blow of the hammer. 

Retail price (Saw Set and Gauge com- 
plete) 50 cents each. 


The combined Gould Saw Set and 
Gauge comes neatly packed in an attrac- 
tive display carton with the following 
assortment: 

1 dozen No. 8; % dozen each of Nos. 
7, 9, 10 and 11. 

The discount is 33-1/3 per cent to the 
hardware trade. Order from your job- 
ber, or if he has none in stock send us 
your order with the name of your job- 
ber and we will see that you are supplied. 

The combined Gould Saw Set and 
Gauge is unconditionally guaranteed. 

















GOULD PRODUCTS COMPANY 
P.O. BOX NO. 235 STATION F. 


Oakland, Calif. 





| TREMONT 


Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 
are cat from high carbon steel that 
laboratory test a an 


— at small R yy 

—— This metal t resisting 
sumarhabie ae “one 

a. crack or twist while being 
ven. 


Tremont Nails are scientifically de- 
signed 





i 

make admirable i re 
ané in the actual use of the nafis 
themselves assures the customer 
eatisfaction that is so necessary to 
the welfare of your store. 


Sell the Tremont Brand 


Tremont Nail Company 
205 Lincoln St., Boston 


NAILS 


























Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and efh- 
ciency in operation. 





All genuine Armstrong stocks and dies 
bear this trade-mark: 





oe 





a) 





Be Sure You Get the Genuine 


The Armstrong Manufacturing Co. 
Bridgeport, Conn. 














No. 1111—6 inches Wide Heel Cut Back 





Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., °°" ra” 





Selling Agents 


Wiebusch & Hilger, Ltd. 
New York 
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Rlokarhrs 


(Reg. U. 8S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 

STOVE BOLTS 


Quality Service 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 
New Bedford, Massachusetts, U. S. A. 
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The New 
Boston Rubber Chair Tip 


Bw go hl The Tip and Its Parts 


de 


Brass Washer Brass Nail 


| 





The sor Tip with 








the rass Washer | 
and Nail Moulded in 
Same. , 


Spring 
Socket 


CO0ceSceeccedpoccocescsoesS 














Patented 
Send for Catalogue 


Manufacturers of Rubber Specialties 


THE ELASTIC TIP CO. 


370 ATLANTIC AVENUE BOSTON, MASS. 











The Standard 
Everywhere 


The Coes Knife-Handle Screw 
Wrench is the standard tool 
of its kind wherever wrenches 
are sold. 
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Its wide range of sizes: 6”, 8”, 
10”, 12”, 15”, 18” and 21” is 
sufficient to meet every re- 
quirement. 


Its steady sale and rapid turn- 
over make it the most profit- 
able wrench for dealers to 
handle. 


Your Jobber will supply you. 


Coes Wrench Co. 


Worcester Mass. 
“In business since 1841” 


Selling Agents 
Se  §< ge OL eee 29 Murray Street, New York 
JOHN H. GRAHAM & CO...... 113 Chambers St., New York 
FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 














Smaller Inventory 


More Profits— 


That's what the new Heller 


book tells you—how you 
can use Heller service to make 
larger profits. No guess-work. 
No theory. Experience speaks— 
the experience gained by 34 
years in the hardware field. 


Carry less stock—put it out 
where it can sell itself—that's 
what the Heller system will do 
for you. 


FREE! ! You can read our new book in 


ten minutes—you won't get through thinking about 
what it says in ten years. Practical! Helpful! | 


Interesting! ! ! 
Write for ‘‘The Heller System of Larger Profits.”” It’s NEW ! 
It’s FREE!! Write to-day!! Use coupon. 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 


20 Vesey St., New York City 











W. C. HELLER & CO., Montpelier, Ohio 29A 
Please send the new book, “The Heller System of Larger 
Profits.” 
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Here are a few . 
“Y ANKEE” Drills <= 


carpenters 
are buying < 


weer rcrs 













With a few 
of each on hand 
you can swing this 


trade your way. 
~*~ 


ms nd 
, Do not pass it up to your 
.*” competitor. 


BETTER STOCK ’EM 
Your Jobber has them. 


NORTH BROS. MFG. CO., Phila., Pa. 











Link your efforts 
with a winner 


When you sell your customers Ney 
Dairy Barn Equipment and Haying 
Tools you sell them 100 cents value for 
every dollar you invest; you sell them 
46 years of honest effort to build the 
best equipment for their particular re- 
quirements; you sell then: the Ney iron- 
clad guarantee of absolute satisfaction. 


Doesn’t that set-up square with your 
ideas of a profitable line? Isn’t that 
the kind of line that deserves the 
pressure of your selling energy? 





You can make more dollars with the 
same effort, attract new customers— 
and build your business by linking 
up with the Ney value line of Dairy 
Barn Equipment and Haying Tools. 


Original~Genuine 


AYING TOOLS 


Standard Everywhere 


THE NEY MANUFACTURING CoO., Canton, Ohio 
Minneapolis, Minn. Established 1879 + Council Bluffs, Ia. 
Manufacturers of Dairy Barn Equipment and Hayinrg Tools 


including stanchions, stalls, pens, litter carriers, water bow/is, hay carriers, 
hay forks, pulleys, hay knives, barn r hangers and hardware specialties. 





Wood Screws 
‘Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 
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“Y Every individual unit must meet Reed & Prince standards of g 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 
selected with the utmost confidence . 





—— 
REED & PRINCE MFG.CO, _— 


} WORCESTER, MASS,U.S.A. 
———————_ WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. = = 


$$ I ga, —— 





















Good Window Displays 


Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 


Hardware Age, 239 West 39th Street, New York City 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 


The cost, $3.00 per year, is re- 
turned over and over in better win- 
dows and increased trade. 
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Best Selling Clothes Wringer Made 


Entirely satisfactory—that’s the reason Anchor Brand 
Clothes Wringers keep right on outselling all other clothes  taelj|mark 
wringers. 
Ball Bearings insure easy turning; Best quality Rubber 
Rolls insure long service; Safety Cog Wheel Shields insure 
absolute safety; Hold Fast Clamps once tightened hold se- 
curely ; every part of every wringer made the best we know 
how and there’s years of “know how” back of every Anchor 
Brand Clothes Wringer. 





LOVELL MANUFACTURING Co. Erig, PA. 


World’s Largest Manufacturers of Clothes Wringers 


la ~ 




















DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 
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Better (ny Sa 
Machine Screws ll i ee ia 
lfor the Quick Shipment 
Hardware Trade | 
Oliver Iron and Steel Corp. 
HARVEY HUBBELL 1001 Muriel St. 
JACHINE @ SCREWS PITTSBURGH, PA. 


NEW YORK, WY. 
30 EASY e209 6F 
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ESTABLISHED 1863 . 























Copper and Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CO. 
ROME N. Y. 
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Transoms 
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and 9-in. 
of heavy 


The 


New York 








“"* THE"KEYSTONE MFG.COup BUFFALO, N.Y. U.S.A. 


KEYSTONE “SOC-KIT”’ 


Eight different size auto sockets, socket screw driver 


“Keystone Quality.” Send for Discounts. 


Sales Representatives—Surpless, Dunn & Co. 


(Patented April 21, 1925) 


hex. steel handle in a handy pressed case 
gauge enameled steel. 


Keystone Manufacturing Co. 
Buffalo, N. Y. 


Chicago 












MYER 


Insure perfect shelf service for any line of merchandise. 
Deep tread steps, properly spaced, with convenient full 
length handholds on both sides of ladder permit mounting 


or descending with ease. Both hands free to remove or 





TIRE 





















Trolley and Truck Wheels eliminate noise and prevent 

1 vibration. Erection as simple as A, B, C. Utilize 

J small space. Make top shelves safely available 

|| for stock purposes. One style--neat of 

design--nicely finished--any 
: —~ ya , 











replace stock without danger of falling. Cushioned Tired [ 












9 Money-Making Features of 


3 


——— Graffco 


cs 






are of 
like, and, 4— 





1—Exceptionally strong where strength is needed. 2—Puints 


hanging light articles. 6—Do not harm walls or woodwork. 
7—Two useful sizes. S—Retail at 10c. packet, either size. 9—Our 
offer is a good one. Write for it and free samples. 


GRAFF-UNDERWOOD CO. 


Sole Mfrs. Graffco Vise Signals. Vise Clips, Vise Index Taba and 


18 Beacon St., Somerville Station, Boston, Mass. 





Glass atiies 


tool-tempered steel. 3—Points are strong, needle- 
—firmly embedded in crystal glass head. 5—Ideal for 


VIZ non-projecting Signals 











7 A Family Utility 


As useful on the kiddie’s shoes as 
on the grown-up’s. 





Half Soles — Heels — Strips 
are easily put on at home. Black 
or tan—for men, women and chil- 
dren. Outwear best leather 2 to 1. 


(See page advut. nert week) 
PANCO CO. Chelsea, Mass. 








— pusu- Pins | 








Metal = LMS. Contains 
“Style L” ie al 
ackets 
Gunter Sell for $15 
Display 


Cabinet 






Moore 
Push-Pins | Push-less Hangers 
“*Glass Heads-Steel Points’ “The Hanger with the Twist’ 





- For “Hanging Up Things”, Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction) ,Phila., Pa. 
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Ice Tools and other equipment 


( 
for every ice handling pur- 


pose. A large stock always | 
on hand to promptly meet } 
your requirements. 
Write for complete price 
list and discount sheet. 
GIFFORD-WOOD CO. 
Main Office & Works: 7 Hill &t., 


| NewYork pananttiesnns Pittsburgh | 
nil ) IN Hn 


Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, Til. 
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End all Guess Work/ 


—<— — 











SIMPLEX 


DUPLICATING 


End all guess work. Keep simple, permanent rec- 
ords of every transaction with Zion Simplex 
Books. They make book work easy. Save you 
time, trouble, loss. Hardware dealers everywhere 
use Simplex Books. Over 40 standard forms. All 
have advanced exclusive features. We make 
special form books with your firm name imprinted. 


Ask your stationer or write 
us for complete information. 








"7, T O INSTITUTIONS 
& INDUSTRIES 
OFFICE SUPPLY DEPT. ZION, ILL. 


(WILBUR GLENN VOLIVA) 

















Russell Jennin 


\ 
Auger Bits & Sa 
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Customers 


Profitable 
Sales 


Russell Jennings Mfg.Co, 
onn. 219132 


Chester, 















Painel oggleBolts 


The only spring type toggle 

on the market. 
The wings open _ in- 
stantly in any position 
in hollow material. 

Any style head 

Any length bolt 
Standard bolts threaded 

to head 

Requires no guiding— 
just insert—The spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


Cor. Sacramento Blvd. & Carroll, Chicago, Il. 
33 Warren St., New York, N. Y. | 
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Winter 
Service 


Cold weather again brings an. 
other use for the Brookins 
Measure. It is just the thing 
for putting alcohol in radiators. 
The flexible metal hose and the 
handy thumb valve eliminate 
all risk of danger to the finish 
of the car. There is no spill- 
ing, no splashing and no over- 











serves a double purpose in 
winter. It adds new conven- 
lence to radiator service as well 
as crankcase service. By using 
it in draining radiators, floors 
and driveways can be kept 
clean, dry and free 













ow. from ice. You need 
See that you have at least two Brook- 
Brookins Measures for ins Portable Drain 
serving both alcohol anks. One for 
and oil. draining radiators 


The Brookings Port- and one for crank 
able Drain Tank also’ case service. 


THE BROOKINS MFG. CO. 
342 Xenia Ave. Dayton, Ohio 


fai / 
SERVICE STATION EQUIPMENT 
_—— 


— 





Brookins 
Gasoline 
Can 





















Brookins 
Oil Measure 

















Special, 








Drain Tank 

U. S. Steel Products Co. 
NAILS, SPIKES, STAPLES, TACKS, Hot Galv’d Nails. 
BALE TIES: Old reliable brands. 

The Soldering 


Brookins 
American Steel & Wi 
Chicago, New York, Boston, 
San Francisco, Los Angeles, 
Portland, Seattle 
BARBED: Ellwood Glidden, Am. Glidden, Am. 
ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S., Banner. Steel Gates. 
BANNER (formerly Arrow) STEEL POSTS. 
TELEPHONE WIRE. 
WIRE for every purpose. i 
Quick Delivery. Write us for selling plans. 
Paste that has 
satisfied cus- 
tomers for over 


Portable 
Denver, Birmingham, Dallas 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 
CONCRETE REINFORCEMENT. 
23 years. 





Sample free. 


BURNLEY BATTERY & MFG. CO... 
NORTH EAST, PENN. 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 


Lawn Vases 
Settees 
General Iron 
and Wire Work 
CHAIN-LINK 
a" WIRE FENCE 


Ask for Catalog 


THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, O. 





































































































WESCO TIRE CHAINS 
“ARE GUARANTEED 


WESCO. 


Western Chain Co. 


TIRE CHAINS U. S. A. 


Chicago, 




















ee 


STRATTO 
HAND LES 


Fer Small Tools, Utensils, Electrical Ge 
Enameling, ca tebe a Se 


STRATTON MFG. CO. Stratton, Maine 











& WILLIAM AMS 
Chr EER RENCH” 


Chrome-Molybdenum Wrenches 


Thinner, longer, lighter, yet stronger. 
Guaranteed. iterature ? 
J. H. WILLIAMS & Co. 
“The Wrench People” 
New York BUFFALO 


Chicago 








Robertson “Horse Shoe Magnet” Hammers 
Permanent magnet which holds 


the tack in position for driv- 
tag. Awarded the Silver Medal 

the highest offered) at the Panama-Pacific Exposition. 
profit. Write for price lst 


Neme ané design trade marks registered U. 8. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 














NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 


The New Britain Machine Company 
New Britain Connecticut 




















Wright’s Patent Machine Expansive Bit 
Expansive Bits of All Kinds 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 








BAND “J NOX” saws- 


QUALITY SERVICE 
UNIFORMITY OISTINCTION 





“The Toots in the Paid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 





Makers of Every 
SeeemMNNNNNNNNIIL Kin of Sere, 
Nut and Bolt. 


The Corbin Screw Corporation 
The Americon Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Weetern Factory: Dayton, Ohio 
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Oatalog No. 8 A.B. mailed gratis. 
BUFFALO WIRE WORKS CO., INO. 
(FORMERLY SCHEELER’S SONS) 

Buffalo, N. Y. 


i. 
seerteeeesie:. 
ereeeesie’ 
teece? 





518 Terrace 





THE FOWLER & UNION 
HORSE NAIL CO. | 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant of 
1000 MILITARY RD., BUFFALO, N. Y. 















A MONEY-MAKING 
REICHARD WEEDERS 


The Magic Weeder With Spring-Tooth. 
Great Sales Appeal—Write. 


F. H. REICHARD MFG. CO. 
Bangor, Pa. 

















| The New Design 
WHITE MOUNTAIN 


Triple Motion Freezer 


Backed by a half century of success y 





THE WHITE MOUNTAIN FREEZER CO. Inc. 


NASHUA, NEW HAMPSHIRE 
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Confidence in yy Brand 


Tungsten Lamps is shown 7. 20,000 
retailers and 500 jobbers who sell them. 
CONSOLIDATED ELECTRIC 
LAMP CO. 

DanVers, Mass. 


*‘Licensed under the General Electric 
Company’s Incandescent Lamp patents.’’ 














BROWN & SHARPE TOOLS 


bor Nearly TOO Years There Has Been No 
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NORCROSS 
Garden and Lawn Tools 


Have earned a reputation for dependable Quality 
and Service. The Hand Cultivator—in three 
sizes, meets practically every requirement in 
garden and flower cultivation. 

Our new ‘‘OUT-U-KUM”’ Weed Puller is some- 
thing new and novel in the weed puller field. 
It gets not only the top of the weed, but the 
entire root. Especially effective in Dandelions. 
Handsomely finished, moderately priced—it is 
an excellent proposition for hard- 
ware dealers. Put up % dozen in 
an attractive Display Carton which 
virtually sells it. Order from your 
jobber, a trial carton by P. Post, 
(Wt. 11 Ibs.) or write us. 


Manufactured only by 


C. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 














When Winter’s Cold Blustery Winds aid 
Jack Frost in his attack on water, gas 


will again be heard. Are you well 
supplied — powerful cold weather 
Torches a Fire Pots. Nothing in the 
— ong will equal C. & L.’s Nos. 208 


Satisfaction guaranteed. 
Jobbers supply at factory prices. 


Clayton & Lambert Mfg. Co. 


Ask for latest price Beaubien St., DETROIT, MICH. 





and electric service, the CRY FOR HELP 








TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


YN) 5 OO) 28D, 


i, SAMSON SPOT, PHOENIX, and SACHEM BRANDS 







Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 








Send for catalog and samples 






BRAIDED CORDS + COTTON TWINES 











Osborne High Grade Punches 


Belt Punches Arch elie 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
ae Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality 

The above tools will please your customers, as well as our famous Round 
and Oval Punches 

Remember we have had 99 years’ of successful manufacturing experience, 
employ only — workmen and use the finest quality of materials in 
making our p 
ot ti beck of every tool we make. Try us. Write for Cataleg 


Cc. 8S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 




















Nothing will attract 
quicker ae we to 
holiday goods 

neatly lettered Siu 
Price Cards and 
Streamers. Your 
clerk can make them 
all with a National 
Show Card 
Writer and 
save your 
money. 


Write for 
Folder and 
Prices. 


1602 University Ave. 
St. Paul Minn. 


National Sign Stencil Co. 



















ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a a 
process we increase the density of e 
cot the socket-holes, so that even the smaller 
sizes will stand all] the strain the best meade 
—s can apply. The Allen process makes 
Som, pomsete_re — socket-holes—no 

e entire length of the A is 
utilized ctthes f oe solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any len point or thread. Also Socket-Head Cap 
p Extensions and Socket Wrench Sets. Dealers: 
Write for ‘Stanaen and sales proposition. 


The ALLEN MFG. CO.HArtForD, CONN: 





“The Line That Keeps I Moving” 


Bol am ate cp cagine “Oe” end 2 it tekes more than good 
materials to keep tools 
We've built “Go” as well as Quality into the complete line of ‘‘Threedwelt” 


The THREADWELL TOOL CO., Greenfield, Masse. 


New York City  Philedelphis Chicago Cleveland § San Franeisee 
396 Broséway 809 Harrison 806 Wrigley 135 St. Clair 604 Mission St. 
Bldg. Bidg. Ave. N. EL 
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Classified Advertising Rates 
Opportunity Exchange Section 





Use the “Opportunity Exchange Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retai] Salesmen. 
BOXED DISPLAY RATES 


50 words or less... 
Each additional 50 words or less. 


to reach Hardware Manufacturers, 


Positions Wanted Advertisements 
50% off the above rates 





4.00 
Address your advertisements and replies to 


Hardware Age, Classified Oppor- 





Set Solid, Minimum 50 words..... $3.00 
Each additional word.......... .06 
All Capitals, Minimum 50 words.. 4.00 
Each additional word.......... .08 





Allow Seven Words for Keyed Address 





Discounts for Classified Advertising 


4 insertions, 10% “ 8 insertions, 15% 
re) 


Remittance Must Accompany Order 


tunities, 239 West 39th St., New 
York City 
HARDWARE AGE is published each Thursday 


Forms close Ten Days previous to date ot 
publication 














BUSINESS OPPORTUNITIES 


FOR SALE—GENERAL HARDWARE STORE located in a good 
farming and manufacturing town of 10,000 in South Jersey; with large 
surrounding community. Best and largest store in town, size 40 x 240 ft. 
ae $73, 000 a year and making money. Owner must sell on account of 
health anc other business connections. Will sell building or lease all or 
part. aoa about $15,000. It will pay you to see it. Write for 
particulars. Address Box G-871, care of Harpware Ace, New York. 


SALES Suen cis ae SERVICE—New stores a yen arranged. 
Old stores to date. ~~ mounted. Retail advertising pre- 


pared. o an romoted a ected. inventories taken. tock 
age» Al og promoted and 4 9070 “206th St, Bellaire, L. I. Phone 

ollis 0725 
FOR SALE—HARDWARE STORE IN Northern South Dakota, 
located on the Yellow Stone Trail, Chicago, Milwaukee and St. Paul 
Railroad, in good farming community. No competition. Business is mak- 
ll. Address Box G-868, 


ing money, but for d reasons owner desires to se! 
care of HAmpware ce, New York. 


FOR SALE—PARTNERSHIP IN GENERAL HARDWARE and 
Plumbing business, central part New York State. Store established 25 
years; only one in town. Annual average business $27, 000. Good oppor- 
tunity for someone to start in the hardware = 2,300 cash — 
Address Box G-876, care of Harpware AGE, w York. 


FOR SALE—HAVE LEASE ON BUILDING, location best in town, 
stock and fixtures invoice about $25,000; in a ay oil town in Okla., 20,000 
population; lots of building in sight. Address Box G-877, care of HARDWARE 


AcE, New York. 


FOR SALE—BEST ELECTRICAL APPLIANCE and Contracting 
business in town, has best location on main business thoroughfare. Can 
also be used for hardware store. Building also for sale. Reason for 
eos. ill healthh EMIL HARTMANN, 9308 Jomatce Ave., Woodha 





























ven, 





HARDWARE STORE, WARREN FIXTURES, ESTABLISHED 30 
years upper West Side New York City; $25,000; 10 year lease; terms 
arranged. Address Box G-907, care of ARDWARE ce, New York. 


HELP WANTED 


WANTED—A-1 SALESMAN, COVERING ANY or all of the follow- 
ing States: Ohio, Indiana, Michigan, Missouri, Minnesota, Wisconsin, 
Iowa, Nebraska, North D Dakota, South Dakota. On commission basis, to 
sell an old established line (well and favorably known) of hardware to 
first class retail hardware trade, as well as department stores in towns or 
cities of population 10,000 or over. — advising lines now carrying, 
experience, etc. Address Box G- 906, care of Harpware Acz, New York. 


WE ARE ANXIOUS TO SECURE the services of two competent build- 
ers’ hardware men. Must be sober and industrious. State age and refer- 
ences; aso whether married or single. Must be able to take off plans and 
make up schedules. Good salaries for right parties. Address Box G-91]1, 
care of Harpware Ace, New York. 

WANTED—LIVE WIRE SIDE-LINE 
calling on retail hardware and drug trade, to represent large clock house, 
also Ingersoll Watches, on a commission basis, for Southern States, New 
York and Pennswivania. Name territory. High grade references required. 
Give full particulars in first letter. INTERNATIONAL CLOCK & 


WATCH CO., 93 Federal St., Boston, Mass. 


WANTED—LIVE WIRE side line salesman calling on retail hardware, 
variety and department, stores, on commission basis, to sell complete line of 
sole leather, rubber heéls dog collars, dog harness, etc. Missouri, Minne- 
sota, Iowa, Ohio, Kentucky and Northern Michigan open. References re- 
quired. Address Box 7145-A, care of .Harpware Ace, Otis Bldg., Chi- 


cago, 


HARDWARE MEN—IN THE METROPOLITAN DISTRICT there 
must be men of the aggressive and intellectual type who are now situated 
in the retail field» To train retail hardware men who have the appearance 
and personality to later become salesmen our firm offers inside positions 
with a course of training leading to outside gelling positions. Write 
President, MASBACK HARDWARE CO., 82 Warren St., New York City. 


SPECIALIZING SALESMAN WHO CAN ORGANIZE or promote 
sales organization. UPERIOR EXERCISER is Fae sold with movie- 
graph demonstration, and half size aluminum ma model. Commission 
50%. Send for leafiet. THE SUPERIOR EXERCISER COMPANY, 


Dept. A., Marietta, Ohio. 


WANTED—EXPERIENCED BUILDERS’ HARDWARE MAN for 
position with a firm located near Chicago. Must be capable of estimating 
all jobs. References required. Good permanent and responsible position 
for the right man. Address Box G-914, care of Harpware Aee, New York. 




















SALESMAN, who will work, 

















HELP WANTED 


SALESMAN FOR SOUTHEASTERN STATES wanted by well known, 
long established manufacturer of locks and builders’ hardware. e ex- 
perienced in the sale of such goods and who has been traveling in the 
south preferred. Splendid opportunity. Address, giving full partculars, 
Box G-890, care of Harpware Ace, New York. 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpwarg Acz, New York. 











HUSTLING SALESMEN wanted to sell on liberal commission basis 
our pat line of labor saving Magic Weeder Hoes to hardware trade. 


REI RD MFG. CO., Bangor, Pa. 





SHIPPING CLERK WANTED—Man experienced in the hardware job- 
bing business wanted by New York jobber. portunity for the right 
man. Underhill, Clinch & Co., 84 ite Street, New York, N. Y. 


WANTED—EXPERIENCED WHOLESALE HARDWARE SALES- 
MEN to cover near-by territory. Call SICKELS-LODER CO., 56 and 58 
Murray Street, New York City. 


POSITIONS WANTED 


POSITION WANTED—AS SALESMAN OR BUYER’S ASSISTANT. 
WENTY YEARS EXPERIENCE IN THE FOLLOWING LINES: 

















HARDWARD AGE, NEW YORK. 





SALES MANAGER—I CAN SHOW A LONG successful record with 
two nationally known organizations; have made only two in twenty- 
five years; both were voluntary; have wide acquaintance fron Atlantic to 
Pacific coast and good standing with steel and hardware trade. I am 
sounian connection with responsible company having Easters headquarters, 
preferably in or near New York City. Only high class co mecton will be 
considered. Address Box G-902, care of Harpwarg Acs, New York. 








DO YOU WISH A NORTHERN AND CENTRAL CALIFORNIA 
SALESMAN? Experienced hardware salesman thoroughly acquainted 
with merchants and jobbers in above named territory, 10 years association 
with hardware firms, live in San Francisco and own car to travel with. 
Give full particulars, references exchanged. Address Box G-881, care of 
Harpwars Ace, New York. 


MR. RELIABLE MANUFACTURER: WHAT POSITION or what 
line of goods have you to offer a middle aged man with several years’ 
road experience, to sell the wholesale trade? Ohio and Indiana territory 
preferred, others considered. Write D. R. P., Lock Box 2063, Clearwater, 


Florida. 


SALESMAN—YOUNG MAN with large following among the better and 
bigger class of retail hardware trade in the Metropolitan New. York terri- 
tory, desires to represent manufacturer or distributor of hardware or tool 
specialties either exclusively or as a side line; best references as to honesty 
and ability. Address Box G-913, care of HARDWARE Ace, New York. 











SALES ACCOUNTS WANTED 


EXPERIENCED AND SUCCESSFUL HARDWARE MAN, years 
of age, connected with one of best hardware jobbers in Middle West for 





24 years, would like to secure number of high grade les to. present 
to hardware, drug and department stores in Kansas, Oklahoma and 
Arkansas. Conrections effective April or May, 1926. Record of 20 years’ 


Details of valuable background and 
Address Box 


successful selling in this territory. 
sales experience for your products will be gladly given. 
G-888, care of Harpware AGE, New York. 


ESTABLISHED CHICAGO MANUFACTURER’S REPRESENTA- 
TIVE with high grade clientele in States of Illinois, Iowa, Minnesota, Wis- 
consin, Missouri, calling on the larger electrical, hardware, radiq, plumbing 
jobbers, and department stores, desires one or two live additional lines. 

aintains office and telephone connection in Chicago loop district. Address 
Box G- 909, care of Harpware Ace, New York. 


ADDITIONAL LINE WANTED—REPRESENTATIVE COVERING 
New York State, i Metropolitan District, Northern New Jerse 
and —e for wong . years, thoroughly acquainted with the hard- 
ware trade, and retail er, desires to 4, ood line, on 
a commission 4 References furnished. bh aoe e lines con- 
sidered. Address Box G-889, care of HARDWARE hea. ew Yor 














tl: 




















December 31, 1925 


HARDWARE AGE 


89 


Classified Opportunities 





SALES ACCOUNTS WANTED 





d 


| How Does California Look on Your Sales Map ? 


Do you want to increase the number of red or yellow dots that 
represent customers on your map of California? Put my energy and 
ability to work for you. Am looking for reputable lines of House- 
hold Utensils or Specialties to be sold direct to the retail trade. 
Territory desired: San Francisco Bay District, Central or Northern | 
California. Address Bex G-869, care of Harpwarp Acr, New York. | 

















MANUFACTURERS REPRESENTATIVES selling the hardware and 
department stores in Greater New York, Long Island and New Jersey would 
represent a manufacturer of ~ ed Provence: Rone wg Address Box G-912, 
care of HARDWARE AGE, New York 


SALES REPRESENTATIVES WANTED 


OLD ESTABLISHED FIRM NEW YORK IMPORTERS require 
representative on Pacific Coast to sell well known line Sheffield cutlery 
also other imported and American lines cutlery and light hardware. State 
age and experience. Good opportunity for young man with knowledge of 
yy to = ue paying business. ddress Box G-901, care of Harpwars 

cE, New Yor 


SALES REPRESENTATIVE WANTED TO COVER New England 
and New York State, to sell well known brand Sheffield Cutlery, also other 
imported and American lines cutlery and light hardware. Reply stating 
age and experience. Address Box G-900, care of Harpware Acz, New 


York. 


SALESMEN WANTED—EASY MONEY FOR aggressive salesmen 
with established trade calling on hardware, farm implement and country 
store tl Side line pays good commission. Well advertised in leadin 
farm pape rite for particulars and give references. 
GLECKNER & SONS CO., Dept. “‘H,” Canton, Pa. 























FORSTNER BITS 


arc of a circle and can be gui 








THE PROGRESSIVE MFG. CO. 





The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
ded in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 


One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


TORRINGTON, CONN., U.S.A. f[ 














Handy Craft 


The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., New Britain, Conn. 








STANDARD SINCE 1865 


For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemien. e 
make both kinds. 


American Shearer Mfg.Company 
Nashua, N. H. 














the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 

maker. Send for our special offer! 


DAZEY CHURN 4 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo 







Waste — Mops — Wicking 
Cleaning Cloths 
Caulking Cotton — Chemical Cotton 
Send for samples and prices 


ASOIT -—~ eaiatiaaaes oo. 


MAS 
Fall River, Mass. e 





350 Broadway 


New York | Office 
- - ~ 189 “West Madison St. 

















Chieage Office 




















The Improved 
Featherweight Ice Creeper 
Size No. 3 will fit lumber- 






shee er overshoe. No. 
heels. Retail at 50 cents per 
ORDER FROM YOUR OBBER 


Charchill Mfg. Co., Inc., 287 Thorndike St., Lowell, Mass. 


American Can 


BLACK IRON GAL 





American Can Company 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Stvles. 


Syracuse Stamping 
Cc 











oO. 
Syracuse, New York 




















| “They Have a 
Bull Dog-Grip” 





anufactured b 
U. S. Clothes I Pin =o Montpelier, Ve. 


Sales 
1015 Union Bank mae Pittsburgh, Pa. 


J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


—RIVETS= 


—— AXE S : 


_ sinee 1912. Axes since 1880. 


RIXFOR Destin 

















If it’s the best tool you can sell 


For Working Stone 


it’s ours 


Trow & Holden Co., Barre, Vt. 
Send for catalogue 
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DUMBWAITERS 








ELEVATORS | 


CRAYONS 


FOR EVERY PURPOSD 


STANDARD “fiivers. Mazes. 


Write for our oatalog 
Energy Elevator Co. 


New St. Philadephia | 
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THE ADVERTISERS INDEX is published as a convenience and not as 8 part of the advertising contrect. Every care will be taken te index correctly. 
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Machine Screws 
Stove Bolts 
Tire Bolts 





American Screw Co. 


PROVIDENCE , RI, 


WESTERN DEPOT 
225 WEST RANDOLPH $T., CHICAGO, ILL. 
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| Sell Lasting Satisfaction 
GALVANOID SCREEN CLOTH 


S one of the largest manufacturers of screen cloth—bronze, cop- 
per, galvanized and painted—we offer you a complete dine. 

But out of eighty years experience /in drawing and fabricating wire, we 
recommend*Galvanoid as your leader. 
The dealer who features Galvanoid sells his customers the greatest 
value obtainable in screen cloth. It is stiffer and less likely to sag than 
copper and it will not stain light colored woodwork. 
From the mines to the finished product Galvahoid is under our control. 
It is even in weave and selvage, lies flat, and is easy to handle. Galva- 
noid is heavily coated with zinc after weaving, which binds the cloth 
into one solid piece with no loose wires. An additional protective 
coating of varnish is baked on. 
The beautiful soft gray finish nvakes Galvanoid screens almost in- 
visible. The light from without and the view from within are un- 
obstructed. 
Sell Wickwire Spencer wire products—leaders tm-every line. 


American Wire Fabrics Corp., Subsidiary of Wickwire Spencer Steel Co. 
General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 South LaSalle Street, Chicago 
Worcester Buffalo Cieveland Detroit San Francisco Los Angeles Seattle 


~ WICKWIRE SPENCER wy 
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